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SEEWHY THEY 22 WITHA SMILE 
ON THE LASY-MRITING BVA t 


ROYAL IS THE EASIEST to operate of all 
typewriters. You hear proof of that wher- 
ever Easy-Writing Royals are used... in 
words of praise for Royal’s lightness of 
action, its amazing speed and conven- 
ience. You see it in the way operators 
type—cheerful, relaxed . . . in the better 
work they do—faster! 









ENDS THIS! 


Royal’s famous 
Finger-Comfort 
Keys scientifically 
cushion every fin- 
ger-stroke. On the 


Royal, each key re- 
sponds quickly, 
\? lightly—the shift- 






















Invite a demonstration . . . Compare 
the Work! It costs nothing—and it proves 
everything! Royal Typewriter Company, 
Inc., 2 Park Avenue, New York. 


World's largest company devoted exclusively to the manu- 
facture of typewriters. Factory: Hartford, Conn. 


keys, as easily as 
the letter-keys! 


ENDS THIS! 


~ a) 

S - p 
With Royal’s exclusive 
Shift Freedom, the car- 
riage is stationary. It 
does not “bob” — dis- 
tracting the typist, tiring 
and straining her eyes. 





Here is the reason! The improvements illustrated, and many others as well, 
were developed and perfected exclusively by Royal. No other typewriter has them! 








SHIFT FREEDOM. Instead 
of the heavy carriage 
rising—and banging—it 
is fixed. Typing is 
smooth and rhythmic. 


*Trade-Mark for key-tension device 


TOUCH CONTROL". In- 
stantly, visibly, the oper- 
ator adapts the Easy- 
Writing Royal to her 
exact typing “touch.” 


FINGER COMFORT KEYS. 
Concave. No curbs to 
trip fingers. Non-glare. 
They provide for speedy 
and accurate typing. 


The typist, regardless of strength, oper- 
ates the Royal without conscious effort. 
Controls are centralized—within easy 
reach! Each answers the lightest touch! 


Copyright, 1937, Royal Typewriter Company, Inc. 


Modernize with ROYAL, World’s No. 1 Typewriter 
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We Missed You 


Last Month! 


vv 


Anything wrong? If 


so, please give us a 


chance to correct it. | 


We Value 
Your Patronage! 


© 1934, w. 2. c. a. 














Your cAccount 


Is Balanced! | 


vv 


This is just a re- 


minder that we |} 


missed you last 
month. 


Use Your 


Charge Account! | 





© 1934, m. 2. c. a. 

















You Don’t Owe 


Us a Cent! 
vv 


Yes! We've noticed 
it and we hope you 
will use your charge 
account this month. 


Your Patronage 
Is Appreciated! | 
© 1934, w. x. c. a. 
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Spokane Credit Men Invite You! 


By E. K. BARNES 
President, National Retail Credit Association 


members of the National Retail Credit Association to be their guests 

in Spokane in 1937, to celebrate the Silver Anniversary of the Associa- 
tion. We were, therefore, greatly pleased when you accepted our invitation at 
last year’s convention in Omaha. 

There are many reasons why the members of the Spokane Credit Associa- 
tion desire to entertain the members of the National Association this year. 
Probably the most important reason is because we want the entire member- 
ship of the national organization to realize that Spokane is the birthplace of 
the National Association and that the vision of our present great national 
credit organization originated in the city chosen for this year’s Convention. 
The same pioneering spirit that has created the modern, wonder cities of the 
Pacific Northwest was responsible for the formation of our Association. 

We welcome our friends from the East and from the South as well as 
our own immediate neighbors in the Pacific Northwest to Spokane and shall 
enjoy being their hosts—even though the space of five days. will seem all 
too short! The pleasure we have anticipated for these many years is now to be 
ours. We want you to see the great Pacific Northwest, the last frontier, on the 
threshold of a development that bids fair to surpass all our expectations. 

Coming to see us at this time, you will see us as we are about to embark 
on this great growth that is sure to follow the completion of the great 
Bonneville and Grant Coulee Projects. Here, you will see nature in all 
the variety of its splendor—the massive Rockies, the graceful Cascades, 
beautiful lakes and mountain scenery, the great National parks—Glacier; 
Yellowstone; Lake Louise and Banff; Mount Rainier; Mount Baker; and 
Crater Lake—besides innumerable points of scenic beauty. 

You will enjoy our cities, modern, new, most of whose development 
has come in the Jast two or three decades. You will see cities with scores 
of lakes within 50 miles of their city limits; cities with beautiful valleys and 
suburban districts at their very doors; cities free from slums and with mod- 
ern architecture and beautifully kept residential districts; cities with snow- 
capped mountains smiling down upon them; cities with a smaller percentage 
of illiteracy than any other cities in the country; and cities with a larger 
percentage of home ownership and larger park area and recreational facili- 
ties than cities in the older sections of the country. 

But, enough of our scenic beauties! You will see and enjoy these, but 
you will enjoy even more the spirit of friendliness and good cheer that will 
be awaiting you when you come to Spokane. 

We have been looking forward to your coming for a long time and 
now that the days are numbered until you really do arrive, we are over- 
joyed with the thought of having you with us and the opportunity this con- 
vention will afford to show you our appreciation of your joining with us in 
celebrating this, our Silver Anniversary! 


Pn: year, since 1931, the credit men of Spokane have asked the 











“WE'LL MEET YOU AT SPOKANE AND THE COULEE DAM!” —E. K.B. 
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HEN the average credit man hears the an- 

nouncement of a topic such as the above, he 

begins immediately to think in terms of soliciting 
new accounts, reviving inactive accounts, customer-con- 
trol, and the like. Those thoughts, however, are only 
superficial, as the building of business in the credit de- 
partment is achieved not from a series of blueprints de- 
veloped along a preconceived plan, but is the result of 
tireless and continuous effort to spread the cement of 
good will in every contact with one’s customers. 

It is well to bear in mind that a customer’s call at 
your office is often his first contact with your store, and 
whether that visit results in future patronage depends in 
a large measure on the treatment that is accorded him. 
In most offices sufficiently large to rate the luxury of a 
receptionist, you will find customers received with cour- 
tesy and consideration, with each taken care of in turn. 
In our own organization, all customers are met by a re- 
ceptionist who directs them to the proper desk, and on 
unusually busy days, when many are obliged to await 
their turn, they are given a small numbered slip and the 
numbers are called in their proper sequence. 

A customer should be greeted in such a manner as to 
lead him to feel that your time is his, and his problem 
should receive your courteous, unhurried and undivided 
consideration. Too often has the credit department been 
criticized for the brusque and hurried fashion in which it 
deals with a patron, with his august highness, the credit 
man, conveying the impression that he is doing the cus- 
tomer a decided favor by giving him any of his valu- 
able time! 

That this indictment is warranted, in many instances, 
is a well-established fact but (thanks to gatherings such 
as this), through a process of education and the liberal ex- 
change of ideas, credit men and women are slowly but 
surely beginning to realize that theirs is a selling job, and 
that credit managers are truly credit sales managers. 

After a courteous reception by the credit man, the 
possibilities of taking an intelligent application are greatly 
enhanced, thus enabling him to gather his credit data 
together quickly; this, naturally, results in the speedy ac- 
ceptance of the account. There’s an old rhyme that reads: 


‘ 


‘. . « It’s easy enough to be pleasant 
When life rolls along like a song. 

But the man worth while 

Is the man with a smile 
When everything goes dead wrong”... 





*An address before the Thirteenth District Conference, 
Milwaukee, Wis., April 12, 1937. 
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' The Credit Department 
As a Business Builder 


By JOHN D. KEMPER* 


General Credit Manager, Mandel Brothers, Chicago; Alternate 


National Director, N. R.C. A. 


It’s a simple matter to accept an account and notify 
your new customer with a letter composed of honeyed 
phrases concerning your deep appreciation of his patron- 
age and your desire to serve him efficiently at all times. 
(This is pure hokum, he soon learns, after receiving some 
of your threatening dunning letters and having a few ex- 
periences with your belated delivery service and your 
“heartless” adjustment bureau.) But how different he 
feels if you notify him that his account is not acceptable. 

It is indeed a difficult task—this refusing a man credit, 
anc at the same time hoping that you can retain his good 
wil| and salvage at least a portion of his cash patronage. 
But it can be done. (Figure 1 shows a letter we use.) 

Frequently, after receiving one of these letters, an ap- 
plicant will call and furnish additional information 
through which we are able to open an account for him. 
At least it gives one an admirable opportunity to discuss 
the pros and cons of credit with him. Often, when the 
applicant is not eligible for an account, we are able to so 
tactfully handle the situation, and give him such sound 
advice on the advisability of keeping out of debt, that in 
parting he will shake hands and thank us for not extend- 
ing credit to him. I make it a rule to try to have every- 
one leave my office with a smile, and I believe in the 
majority of cases, no matter how indignant or irate the 
customer may be when he comes in, we part on friendly 
terms. 

We should strive at all times to understand the cus- 
tomer’s viewpoint while we are endeavoring to explain 
ours to him. Three deaf old gentlemen were traveling in 
a railway carriage on the way to London. When the 
train came to a stop at a certain station, the one nearest 
the carriage window looked out and, seeing a sign on the 
depot, said: ““This is Wembley.” The second shook his 
head. “No, it isn’t. It’s Thursday.” “Thirsty?” said 
the third deaf old gentleman. “So am I. Let’s all get 
out and have a drink.” 

If we can overcome this lack of understanding between 
ourselves and our customers, most of our troubles will 
evaporate into thin air. Recently a woman customer 
came into my office in an extremely belligerent mood, and 
demanded that we close her account. The reason she gave 
was our failure to send her last bill to her present ad- 
dress. Upon examining her account I found that she had 
lived at no less than ten or twelve different addresses 
within the past three years. 

She explained that she was an insurance broker and 
catered to a high type of clientele, and she made a prac- 
tice of subleasing apartments from wealthy people who 
were going to be away for two or three months. In this 








way she always lived at an address that carried prestige, 
and was in the habit of entertaining exclusive groups that 
helped her in her business. After she had told me she was 
going to Florida for a few weeks, I flatly declined to 
close her account. 





Mandel fyolhers 
0, ones 0 


Creorr Orrice 


O 


Dear Sir: 


#e@ want to thank you for your recent 
pplication for a charge account. 


While ‘the references you submitted 

speak most favorably of you, the financial 

information does not seem te be quite suffi- 
| cient to open @ charge account for you at this 

time, and we would suggest that the next tise 
you are in the store you stop in and permit 
the writer to discuss the matter gore fully 
with you. 


In the meantias, we are placing your 
mame on our Special mailing list, so that you 
may be advised of special Mandel events from 
time to time. Your patronage is very such 
valued, 6nd we hope that we gay continue te 
merit your good will. 


Yours very truly, 





MANDEL BRO TH BRS 


Genera] Credit Manager 





“Suppose,” I argued, “that I came to you and said I 
wanted to take advantage of the cash surrender value on 
a policy you had written for me. Your first reaction 
would be to tell me I was making a mistake in giving up 
the protection afforded by the policy. Isn’t that true?” 
I asked her. She admitted that it was. “Well, then,” 
I continued, ‘“‘you will be returning home from Florida 
in a few weeks, all tanned up and feeling like a million 
dollars. You will go through our Toilet Goods section 
one of those fine mornings soon after your return, and 
will remember that you are out of your favorite Christ- 
mas Night perfume, and then you will be sorry your ac- 
count is closed.” “You win,” she replied. “Keep my 
account open.” 

In building business in the credit department we 
should not overlook the tenor of our collection letters. 
They should be built around the spirit of good will, and 
should be entirely devoid of the bromides that character- 
ized such communications of a decade or two ago. And, 
do not waste all of your ammunition on delinquents, 
either. Save a little powder for your good customers— 
those who pay their accounts promptly. What do you 
suppose would be the reaction of a customer to the fol- 
lowing letter: 


It is a common belief that the sole function of the 
Credit Department is to devote its energies to the collect- 
ing of “slow pay” accounts, while the good customers, 
who take care of their bills when they are due, go un- 
noticed—unthanked. 
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We at Mandel Brothers want you to know that we 
appreciate the promptness with which you paid your re- 
cent bill, and trust you will continue to make liberal use 
of your account. 


There is another group of customers, frequently over- 
looked, which furnishes a fertile field for building up 
good will. This group is composed of those who, inad- 
vertently, or through a misunderstanding, overpay their 
accounts. Many firms apply such payments to the ac- 
counts and say nothing, believing the customers may dis- 
cover the errors and either ask for refunds or else apply 
the cash against subsequent purchases. What a splen- 
did gesture it is, however, to anticipate this by calling a 
patron’s attention to such a mistake. 

One other method of cementing friendly relationships 
is a letter of condolence addressed to the surviving mem- 
ber of a family that has been stricken by death. Coming 
at a time when a word of cheer is most welcome and ap- 
preciated, a message of sympathy expressed in dignified 
terms goes a long way toward strengthening the bonds of 
friendship between the customer and the firm, and will 
nearly always result in a courteous letter of acknowl- 
edgment. 

Communications of this character, however, should be 
utilized with the utmost care, in order to avoid any em- 
barrassment that might arise in the event of an error in 
the information in your possession. Many firms even go 
so far as to maintain a record of births, marriages, and 
other similar noteworthy occurrences, and all of these 
offer opportunities for the resourceful merchant who 
makes use of them to build up profitable business for 
his establishment. 

If you sell on a deferred-payment basis, have you ever 
thought of analyzing the accounts of those who pay 
promptly, and inviting them to open regular charge ac- 
counts? When you are approving the credit on an install- 
ment account you have a splendid opportunity to judge 
whether or not the applicant would be eligible for a 
regular monthly account. 

If he appears to be desirable for such a privilege, 
mark the application “O.K. to solicit,” and designate 
some clerk in your office to follow up all such prospects. 
Many of you, no doubt, maintain in some form or other, 
records of the kind of merchandise that your customers 
purchase. This is comparatively simple in installment 
accounts, especially if they are segregated by merchandise 
classification. If a customer buys a refrigerator, for ex- 
ample, he is evidently a householder, and therefore is a 
likely prospect for a stove, furniture, rugs, and the like. 

By picking prompt-paying budget customers, and work- 
ing in close cooperation with the advertising department 
in promoting further business with them, many addi- 
tional sales may be consummated. This is, of course, 
considerably more of a problem with regular charge cus- 
tomers, unless some method of customer control is fol- 
lowed. That, however, is a lengthy subject in itself, and 
is deserving of more consideration than can be given 
it here. 

The soliciting of inactive accounts has probably been 
discussed at every convention of credit granters, and 

(Continued on page 21.) 
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Our Telautograph Display at Milwaukee 


(Pictured Below) 


Proved That 35 Bureau Managers Use Our Service and 
Have Found It to Be Economical, Profitable, and Safe! 


In 1928 


But two bureaus 
were using the 
service. .. 


One bureau was 
connected to five 
stores. .. 


The other had 
but three  con- 
nections. 


Then—it w a s 
considered a n 
experiment of 
doubtful vaiue! 














Today 


35 bureaus are 
connected with 
201 stores and— 


through  devel- 
opments made 
recently — their 
systems connect 
at will— 


to one store—all 
stores simultane- 
ously—or to any 
selected group 
of store s—al- 
lowing over 80 
different com- 
binations for se- 
lectivity. 





Telautograph Rates Have Not Increased 
They Are Still Only About $1.00 Per Day Per Store!! 


Send for our man now, or merely ask for our new “G.B. 36” booklet!! 
No obligation—of course. 


WE HAVE 45 BRANCH OFFICES AT YOUR SERVICE!! 


TELAUTOGRAPH CORPORATION 


FACTORY AND GENERAL OFFICES: 16 WEST SIXTY-FIRST ST., NEW YORK, N. Y. 
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Achieving a Carrying Charge Policy 


By FRANKLIN BLACKSTONE* 


Credit Manager, Frank & Seder, Pittsburgh, Pa.; National Director and Past President, 
National Retail Credit Association 


T HAS been my contention for many years that retail 

debtors should pay their own way in retail stores 

just as they do in banking, or on a similar basis, 
whether the retail credit is an installment or overdue 
monthly account. 

Announcements have been made, within the past year, 
that business volume may be gained by extending credit to 
the lower bracket income folks. It is presented as a new 
idea—a wonderful discovery! Well, it is not new in 
Pittsburgh because, for many years, the lower bracket 
income folks have received such special attention from sev- 
eral stores; in one it was inaugurated over twenty years 
ago on what was called a “Time Limit—Amount Limit” 
account ; in another as a ““Refer—Watch”’ account. 

Our large Pittsburgh installment houses grew up on 
the patronage of the small bracket income buyer. ‘Those 
accounts are as satisfactory in their small way as are 
others in a larger way; and they are just as quick to take 
longer time on their monthly account as is the larger 
buyer—when installment (or deferred, or budget) credit 
is given—without carrying charges for sixty or ninety 
days’ settlements; or with the carrying charges refunded 
in 60 or 90 days. 

Should retailers desire to maintain monthly (or thirty- 
day) accounts, they should make no carrying charge re- 
funds for more than thirty days and should make a carry- 
ing charge on monthly accounts that are unpaid after the 
thirty-day terms. 

If a refund of carrying charges on installment con- 
tracts is made on a basis of ninety days, the psychological 
reaction of thirty-day payers is that ninety days is the 
real basis of all retail (big store) credit. 

Continuous advertising of long-term credit, without 
carrying charges, will eventually make long-time payers 
out of the usual thirty-day payers, unless the advertising 
is offset by mentioning carrying charges. 

The long terms—small down payment plan used by big 
stores in all cities during the depression should now be 
succeeded by shorter terms and reasonably larger down 
payments. 

You may have noticed that some furniture installment 
stores who advertised flaringly “No Down PayMENT” 
during the depression are now advertising “Five per cent 
delivers.” They advertise ‘five’ but claim their aver- 
age down payment is more than 12 per cent. 

Some retail merchants still warble the medieval chant 
that to charge interest on overdue monthly accounts will 
be “going into the banking business.” Many years ago, 
someone told one of them that, when he allowed longer 
time than his terms of thirty-day settlements, and made 
no interest charge for the excess period, he was already in 
the banking business—without the business sense of bank- 





*An address before the Joint Conference of Districts Two 
and Twelve, Washington, D. C., February 8, 1937. 
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ers to collect interest on loans, which bankers do—even 
for thirty days and less. 


The mere fact that a great merchant does not have to 
borrow, or that he can borrow at rates as low as 14% and 
2 per cent per annum, is no reason why he should object 
to carrying charges. Even if he does not borrow, he has 
an excess of funds that earn him nothing: Idle dollars— 
idle minds—“‘idling” progress. 

The no-carrying-charge notion is practically an indorse- 
ment of the competition-in-terms policies now in opera- 
tion in many stores, on both monthly and installment ac- 
counts; and, in my humble opinion, competition in terms 
is one serious factor of retail credit inflation. It is one 
kind of retail credit inflation that can be stopped by store 
owners, in their own stores, if they wish to do it by ad- 
hering to reasonable terms. 


Competition in terms is fast becoming the ruination of 
retail credit morale. It causes the consumer to drift into 
the notion that something he desires on credit (for which 
he has made no thrift or saving effort to secure) will be 
obtainable on his own terms. Unfortunately, in cities 
where excessive liberal competitive terms are as much a 
part of a sale as is the merchandise, the extravagant 
minded consumer will get the terms he wants! 


Does he thereby “mortgage his future” income? No! 
Because such terms so affect retail credit morale that if 
that kind of consumer decides not to pay, or has any one 
of a half dozen financial mishaps, and thereby cannot pay 
without personal sacrifices, he worries not—because he 
will not sacrifice, even if the creditor has the courage 
(through contractual legal rights) to repossess or replevin. 

That kind of a consumer will let the goods go back and, 
within a few days, stock up again from another store 
which also deals in competition in terms; and which pos- 
sibly approves much credit on appearances rather than on 
credit bureau reports. 

I quote from an article in the March, 1935, Crepit 
Wor _p, by Sidney R. Baer, Vice-President’ and Treas- 
urer of Stix, Baer & Fuller, St. Louis—one of the great 
merchants of the West: 


‘ 


*.. You retail credit managers must also function as 
bankers, with a full recognition that merchandise . 
which is not obtained on a sound basis of credit extension, 
will ultimately reflect itself in frozen assets, and uncol- 
lectible accounts in the balance sheet, to be charged off 
out of profits. 

“Many business managements do not realize the truth 
of this statement and do not recognize soon enough the 
insidious creeping into the balance sheet of the results of 
unsound financing, in which field of business management 
the extension of credit is an important contributing fac- 


tor. 


When monthly accounts are allowed to run from sixty 
days to four, or even six months, overdue without carry- 
ing charges for the overdue period, it not only allows 
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losses to be “‘insidiously creeping into the balance sheet 
of unsound financing,” but it is an absolute discrimination 
against both the cash-paying (at-time-of-sale) customer 
and against the carrying-charge-installment-paying cus- 
tomer. 

Is it not time that store owners realize that the many 
consumer associations, with their radio talks and many 
magazine articles, are awakening the consumer to a 
knowledge of these discriminations? Is it not good judg- 
ment to expect the merchant and his credit manager to 
correct this condition rather than leave it to associations 
whose endeavors may be unjustly critical ? 

The remedy for the elimination of criticism for such 
conditions in the Twelfth District rests, in at least two 
things, on congenital bases: 

1. The adoption of a Community Credit Policy in each 
city and town of the Twelfth District, on at least the one 
thing of each one having a Carrying Charge on every ex- 
tended payment (installment) account and on every over- 
due monthly charge account. 

2. Where a Community Credit Policy cannot be ar- 
ranged, in any town, then the elimination of competition 
in terms can be made an objective through the personal 
efforts of individual merchants, by adopting reasonable 
and profitable terms and adhering to them; and then be- 
ing contented to let the “terms competitor” be the 
“banker” with the “marked deck” of irresponsibility. 

In stores that compete in terms, many accounts are ap- 
proved because someone imagines that if he doesn’t da 
so, one of his competitors will “make” the “sale.” 


No credit man or merchant should approve doubtful or 
bad credit simply because he imagines the “sale” will be 
accepted by a competitor. The so-called “loss of a sale” 
from a salesman’s viewpoint is the gain, or profit, of the 
sale amount from actual accounting results: it does not 
go into the red “Loss” Account. 


A reasonable reason for the adoption of carrying charge 
policies is the action of the Federal administration in hav- 
ing prescribed a Carrying Charge in its “FHA” terms. 
Of course, the RFC always charged interest, “BUT,” says 
Mr. Merchant, “the RFC is really a banking organiza- 


tion!” 


The radio programs of “finance” companies have been, 
and are, educating the general public that carrying 
charges, or interest, form the basis for finance credit grant- 
ing, as it is upon interest that the finance companies must 
depend for their profits; and they say so in diplomatic but 
understandable words. BuT, AFTER ALL, the greatest 
proof of the soundness of the policy of making carrying 
charges is the unparalleled success of its operation in the 
automobile industry. 

As a credit manager, speaking on my own responsibility, 
I recommend a continuous campaign, to attempt, at once, 
to install a uniform policy of carrying charges on over- 
due monthly charge accounts in the Twelfth District. 

If necessary to do so, and nothing better could be ar- 
ranged, the rate of carrying charge in the Twelfth Dis- 
trict may be made consistent with the carrying charge 
prescribed in the regulations of the FHA. That was a 
straight 5 per cent per annum on the amount of sale 
calculated on the number of months of the contract. 


(Continued on page 23.) 
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HOW TO MAKE PROMPT-PAY 
CUSTOMERS OUT OF YOUR 
SLOW ACCOUNTS 


@ How much are slow ac- 
counts costing you in interest, 
collection costs, slow turn- 
over, lost customers, impaired 
capital, bad debts? This new 
booklet, “The Ten Hidden 
Losses In Slow Charge Ac- 
counts,” points out and ana- 
lyzes the cost of slow-pay 
customers. And best of all 

it tells you how many leading 
stores are reducing them to 
the minimum — are putting 
slow accounts on a prompt- 
pay basis without loss of sales! 


Based On Nation-Wide 
Survey 
One of the leading authori- 
ties on consumer credit, Dr. 


THIS PLAN 

HAS SAVED 

MONEY FOR 
HUNDREDS OF 
MERCHANTS — 


LL TRY IT 
RIGHT AWAY! 





Clyde William Phelps, Head 
of the Department of Eco- 
nomics, University of Chat- 
tanooga, developed this book 
from a survey of credit policies 
all over America. He prepared 
it for the Research Depart- 
ment of Household Finance 
Corporation —as part of our 
study of money-management 
by the American Family. 
Send for a Copy FREE! 
Because of its great value to 
retail credit op- 
eration, we will 
gladly send you 
a copy absolute- 
ly free. Mail the 
coupon today. 





HOUSEHOLD FINANCE 


COR PORATIO N and Subsidiaries 


one of the leading family finance organizations, with 223 offices in 145 cities 


Household Finance Corporation 


Dept. CW-5, 919 N. Michigan Avenue, Chicago, Illinois 


Please mail me free copy of “ The 10 Hidden Losses In Slow Charge 
Accounts.” This request places me under no obligation in any way. 


Name 
Address 


City 


State ; ———" 








The Tentative Program for 
The Silver Jubilee Convention 


6 | ‘HE final arrangements are being made in Spokane 
for the Silver Jubilee Convention—and, at the 
National Office, the last touches are being put on 

the Convention Program. Acceptances have been received 

from practically all of the speakers, so that a complete 
and diversified program is assured. 

The Convention will be formally opened Tuesday 
Morning, June 15, in the Marie Antoinette Room of the 
Davenport Hotel, with the Call to Order by President 
Barnes. The welcome to Spokane will be given by the 
Mayor, and the response—for the United States—by 
Giles C. Driver, Cleveland, Past President of the Na- 
tional Association, and for Canada by L. L. Harris, of 
Boultbee, Ltd., Vancouver, B. C. 

Principal addresses of the first morning will be: “Quo 
Vadis: Whither Bound in Retail Credit?” by Frank 
Batty, San Francisco; “Then, Now and Tomorrow,” by 
Sherman L. Gilfillan, First President of the National; 
and a talk (subject later) by Dr. W. J. Hindley, Seattle. 

(Tuesday and Thursday afternoons will be devoted to 
Group Conferences. ) 

Wednesday morning’s addresses will be “The Credit 
Bureau and Its Contribution to Business,” by George C. 
Fairley, Secretary of the Duluth Retail Credit Associa- 
tion (a charter member) ; “Los Angeles’ Credit Policies 
and Results,” by A. E. Kaiser, Credit Manager, Bullock’s, 
Los Angeles ; “How Pittsburgh Uses Radio for Customer 
Education,” by Leon Michaels and Franklin Blackstone, 
Pittsburgh, Pa.; and “Credit Control—This Year’s Most 
Important Retail Credit Problem and Proposed Solu- 
tion,” by George A. Lawo, Memphis. Following the re- 
ports of committees, the meeting will adjourn early and, 
as guests of the Spokane Association, the delegates will be 
taken in buses for an inspection tour of Coulee Dam. 

The first subject for the Thursday morning session 
will be “Reducing Merchandise Returns Through Cus- 
tomer Education’”—three fifteen-minute addresses by Mrs. 
Catherine Doody Bartlett, Cleveland; Robert A. Ross, 
Dallas; and M. J. Solon, Minneapolis. 

Following this will be “Prompt Collections Do Build 
Sales,” O. M. Prentice, David Spencer, Ltd., Victoria, 
B. C.; “The Future of Credit Women’s Breakfast Clubs 
—Advantages and Accomplishments,” by Miss Ethel M. 
Dopp, Spokane, Wash.; “Liberalizing Credit—Its Dis- 
advantages and Effect on Buying Power,” R. E. Baylis, 
T. Eaton Company, Ltd., Toronto, Canada; ‘Trends 
in Retail Credit,” Dr. N. H. Engle, Assistant Director, 
U. S. Bureau of Foreign and Domestic Commerce, Wash- 
ington; “The A. B. C.’s of the Consent Decree,” A. B. 
Buckeridge, New York City; and “Effective Plans for 
Increasing Credit Sales’—two fifteen-minute addresses 
—by G. R. Raymond, Seattle, Wash., and Miss Nora 
O’Connell, Oakland, Calif. 

Scheduled addresses for Friday morning are: “Our 
National Legislative Program and Your Part in It,” W. 
J. Morgan, New York City, Chairman Legislative Com- 
mittee, and R. Preston Shealey, Washington Counsel; 
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and “Why a Carrying Charge on Past Due Accounts ?”— 
two fifteen-minute addresses by Celius Newman, Sioux 


City, Ia., and Harry P. Earl, Salt Lake City. 


Tentative Entertainment Schedule 

The Spokane Convention Committee has arranged the 
following entertainment schedule: 

Monday night—General “Get-together” at the Am- 
bassador Club; Tuesday will be “free night.”” Wednesday 
afternoon and evening—a trip to the Coulee Dam; din- 
ner at the big mess hall; Western night life at Grand 
Coulee; and Thursday night—the Annual Banquet. 

For the ladies: A shopping and sight-seeing tour on 
Monday—a tea on Tuesday—and a luncheon and bridge 
at the Spokane Country Club on Thursday. 


What to Wear! 

Because of the lack of knowledge (in different parts 
of the country) of Spokane’s climate, President Barnes 
offers this suggestion: “The ladies should bring with them 
the ordinary type of clothes which they would take any- 
where, as the days will be more or less warm. However, 
the evenings will be cool and a light wrap should be 
brought along for comfort in the evenings. (This also 
applies to the men.)”’ 


The Convention Special Train 

On page 30 of this issue will be found complete de- 
tails of the itinerary of the Convention Special Train. 
In that article, however, the following information was 
inadvertently omitted: 

Connecting Pullmans (to connect with the Special at 
St. Paul) will leave Kansas City at 5:45 p.m. Friday, 
and from St. Louis at 2:00 p.m. Friday. 

Many delegations from South and Southwest will, 
no doubt, arrange to “tie in’’ with the Kansas City and 
St. Louis delegations. 

Arrangements have also been made for those going 
from Denver and vicinity to connect with the Special at 
Billings, Mont., Sunday evening. 











Special Notice to Credit 
Women! 


The Pacific Northwest Council of Credit 
Women’s Breakfast Clubs will hold their 
Fourth Annual Meeting, Wednesday, June 16, 
at Spokane. At this time they hope to or- 
ganize all Credit Women’s Clubs nationally. 

For this reason we have been asked to pub- 
lish a special request that all women interested 
in credit work register at the Breakfast Club 
Registration Desk, as well as at the General 
Registration Desk. 
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CREDIT MEN: 
Let’s Tatk about 


YOUR Business! 


ouR business is selling merchandise. 
Y ou: is banking —lending money for 
consumer use. We both deal with the great 
middle group of honest, hard-working 
American people. And there we have a 


common meeting ground. 


For Morris Plan lends millions each 
year to these customers of yours, and a 
considerable part of the money is used for 
the specific purpose of paying accounts at 
retail stores like your own. 


To you this has a special signifi- 





charge-offs are minimized, capital is freed for 
profitable sales turnover. As thousands of 
individuals are relieved of financial strain, 
purchasing power is renewed—with addi- 


tional sales and profits for you. 


When customers ask, ““Where can I get 


the money?” suggest Morris Plan. 


cance. Accounts receivable are reduced, <> The advantages are many. 


MORRIS PLAN BANKERS ASSOCIATION 


800 East Matin STREET 


RiIcHMOND, VIRGINIA 


This series of advertisements is sponsored by Morris Plan institutions in the following cities: 





Axron, On10 
Aveany, New Yorx 
Arpmorg, Oxia. 
Asnevitie, N. C. 
Atianta, GEorcia 
Ausurn, N. 
Bactimore, MaryLanp 
Bartvesvitre, Oxta. 
Berxevey, Cac. 
Bincuamton, N. Y. 
Boston, Mass. 
Brivcerort, Conn. 
Brockton, Mass. 
Burra.o, New Yorx 
Camepripce, Mass. 
Cepar Rapips, lowa 
Cuarvortte, N. C. 


CHaTTANooGcA, TENN. 
Cincinnati, On1o 
Cievevanp, On10 
Dattas, Texas 
Davenport, lowa 
Dayton, Onto 
Denver, CoLtorapo 
Des Moines, lowa 
Dututn, Minnesota 
Fort Wayne, Inv. 
Fort Worth, Texas 
Hartrorp, Conn. 
Hotyoxe, Mass. 
INDIANAPOLIS, INDIANA 
Kwnoxvitie, Tenn. 
Lawrence, Mass. 
Lewiston, Maine 


Louisvitte, Ky. 
INNEAPOLIS, Minn. 
New Beprorp, Mass. 
New Haven, Conn. 
Newport, R. I. 
Newport News, Va. 
New York, N. Y. 
Norroxk, Vircinia 
Oaxtanp, Cat. 


Ox.anoma City, Oxxa. 


Pawrtuckxer, R. I. 
Pererssurc, VirGinia 
Puirapecenia, Pa. 
Portianp, Maine 
Provipence, R. I. 


Ricumonp, Vircinia 
Roanoke, VIRGINIA 
ocuester, N. 
Roxsury, Mass. 
Sr. Paut, Minn. 
San Antonio, Texas 
San Francisco, Cat. 
Scuenectapy, N. Y 
Suawnee, Ox a. 
Sprincrie.p, Mass. 
Sprincrievp, On1o 
Stockton, Cat. 
Syracuse, N. Y. 
Tampa, Fioripa 
Terre Haute, Ino. 


Torexa, Kansas 
Tutsa, Oxta. 
Urica, New Yorx 
Wasuincton, D. C. 
Wartersury, Conn. 
Warter.oo, lowa 
Wesrercy, R. I. 

est Warwick, R. I. 
Wicuita, Kansas 
Wusincton, Dat. 
Wiumincton, N. C. 
Winston-Sacem, N. C 
Woonsocxer, R. I. 
Worcester, Mass. 
Yonxers, N. Y. 
Yor, Pennsytvanta 
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versus 
March, 1936 
6 
OLLECTIONS increased 4.7 per cent during 


March as compared with March, 1936. Credit 
sales, however, increased 13.0 per cent while total 
These increases were at- 


* 


sales increased 14.1 per cent. 
tributed to (1) increases in wages; (2) an early Easter; 
(3) intensive collection efforts on the part of merchants ; 
(4) higher prices for farm products; and (5) the fact that 
March this year had one more business day than March of 








HIGH-LIGHTS—CREDIT SALES 


57 Cities reported increases. 
13.0% Was the average increase for all 


cities. 
40.0% Was the greatest increase (Charles- 
ton, W. Va.). 


5 Cities reported no change. 
No cities reported decreases. 








last year. Strikes, though, tended to slow up collections 
and credit sales in some sections of the country. 

Sixty-two cities, representing 21,753 retail stores, are 
included in this compilation. 

Collections, credit sales, and total sales remained un- 
changed in Augusta, Me. . . .Business and working condi- 
tions were equal to those of a year ago and all factories 
were operating on nearly full time. Recent wage increases 
of approximately 10.0 per cent resulted in a feeling of 
confidence among merchants regarding the immediate 
future. Collections increased 10.0 per cent in Manchester, 
N. H., as the result of an increase in industrial activity 
and greater employment. Credit and total sales increased 
10.0 and 15.0 per cent respectively during March. These 


The Barometer of Retail Business 
Credit Sales and Collection Trends 


Compiled by Research Division 
National Retail Credit Association 
Arthur H. Hert, Research Director 


figures are somewhat out of line in comparison with those 
of 1936, on account of flood conditions a year ago. 
Collections increased 11.0 per cent in Pittsburgh, Pa., 
due to a general improvement in employment. Steel mills 
are now operating around 90 per cent of capacity. The 
improvement in credit and total sales is the result of early 
Easter buying and general business betterment. . . . The 
improvement in collections in Uniontown, Pa., was the 
result of intensive collection efforts on the part of local 
stores. Credit sales, however, were below the anticipated 
figure due to the uncertainty of the coal strike. 
Collections, credit sales and total sales were fair in 
Clarksburg, W.Va. There is no labor trouble and none 
is anticipated due to new wage agreements in local indus- 
tries. .. . Charleston, W. Va., reported their increase in 
credit and total sales due to Easter business coming in 
March this year instead of in April as it did last year. 








HIGH-LIGHTS—COLLECTIONS 


52 Cities reported increases. 
4.7% Was the average increase for all 


cities. 
32.5% Was the greatest increase (Pampa, 
Texas). 


2 Cities reported no change. 
8 Cities reported decreases. 
5.0% Was the greatest decrease (Read- 
ing, Pa.). 








Increases in credit and total sales in Fort Lauderdale, 
Fla., during March were attributed to a continued build- 
ing boom and the good tomato season in the surrounding 
rural sections. . . . The improvement in credit and total 
sales in Charleston, S. C., was the result of the largest 
tourist season since 1929, 
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Collections increased 6.5 per cent in Lexington, Ky., 
as the result of increased employment and higher prices 
for the tobacco crop which, this year, were more than 
double those of last year. . . . Credit sales were up 16.0 
per cent in St. Louis due to early Easter buying. 


The increases in collections and credit sales in Bay 
City, Mich., were attributed to higher wages and higher 
prices for farm products. . .. Mount Clemens, Mich., re- 
ported “‘only a slight increase in collections because of local 
strikes,” while credit and total sales remained unchanged. 

Easter buying helped to offset the effect of adverse 
weather Conditions on business in Cedar Rapids, Ia. . 
Sioux City, Ia., reported: ‘Prospects for coming year 
excellent because of an abundance of moisture.” 
“More people regularly employed” was the reason given 
for the increase in collections in St. Paul, Minn. 


General business conditions have greatly improved in 
Amarillo, Tex. Increased activity was noted in the oil, 
gas and carbon black industries while grain and cattle 
conditions have greatly improved. Wheat prospects are 
better and building activities show some improvement. 
... Borger, Tex., reported a concentrated effort has been 
put forth by most of the merchants to bring collections up 
to a satisfactory figure. There are a number of construc- 
tion projects under way in and surrounding the city, caus- 
ing a large number of men to be employed. 

A slight increase in collections was noted in Cheyenne, 
W yo., during March as the short month of February af- 
fected the size of pay checks among railroad employees. 


Collections and total sales were off in Vancouver, 
Wash., as the result of strikes in the East having slowed 
down deliveries and caused labor unrest which slowed up 
buying to a minimum. Credit sales, however, increased 
1.0 per cent. 








HIGH-LIGHTS—TOTAL SALES 


58 Cities reported increases. 
14.1% Was the average increase for all 
cities. 
48.0% Was the greatest increase (Charles- 
ton, W. Va.). 
3 Cities reported no change. 
1 City reported a decrease (3.0%, 
Vancouver, Wash.). 








Collections were slightly off in San Francisco and Oak- 
land, Calif., while total sales increased 20.0 per cent... . 
Credit and total sales in Santa Barbara, Calif., remained 
unchanged. 

London, Ont., Canada, reported an increase of 10.0 per 
cent in credit sales. All railroad employees are now 
working full time. The 10.0 per cent reduction in wages 
which was effected several years ago has been gradually 
restored. . . . Collections in Victoria, B. C., were off 2.0 
per cent due to bad weather. 








Comparative Reports-- By Cities-- March, 1937, vs. March, 1936 


| Sixty-two cities -- representing 21,753 retail stores-- reporting | 






































Increase : Increase Increase Increase 
District and City Collec- or Credit or District and City Collec- or redit or 
tions Decrease Sales Decrease tions Decrease Sales Decrease 
1. Augusta, Me. Fair No chg. Fair No chg. Cleveland, Ohio Good + 2.4 Good aa 
Boston, Mass. Good + 2.6 Good Vers Dayton, Ohio Good +16.0 Good +27.5 
Lynn, Mass. Good + 0.4 Good eee Toledo, Ohio Good +18.0 Good 416.0 
Worcester, Mass. Fair + ine Fair eee Milwaukee, Wis. Fair - 0.1 Good ae 
Manchester, N. H. Good +10.0 Good +10.0 Average Good + 6.0 Good +12.5 
Providence, R. I. Fair + 2.0 Good + 0.8 7. Cedar Rapids, Ia. Fair + 4.4 Good +19.0 
Average Good + 3.0 Good + 3.6 Davenport, Ia. Good + 2.1 Good aoe 
2. New York City Good + 21 Good er Des Moines, Ia. Good + 2.6 Good Rita's 
Syracuse, N. Y. Good + 5.2 Good .. Sioux City, Ia. Good + 2.0 Good + 4.0 
Utica, N. Y. Fair +15 Geoa +16.0 Duluth, Minn. Good + 0.4 Good yer 
Pittsburgh, Pa. Good +11.0 Good +18.0 St. Paul, Minn. Good + 1.9 Good +15.5 
Reading, Pa. Fair -5.0 Good + 5.0 Omaha, Neb. Slow - 2.0 Slow ass 
Uniontown, Pa. Good +11.0 Fair + 5.0 Average Good + 1.6 Good +12.8 
Average Good + 4.1 Good +11.0 8. Tulsa, Okla. Fair Nochg. Good +10.3 
3. Baltimore, Md. Good +2.7 Good +... a = ba —— rene 
Charleston, W. Va. Good + 3.0 Good +40.0 fer Worth. Tex Good ‘37 Good , oy 
Clarksburg, W. Va. Fair 6. Fair + 8.0 Semen Tex ™ Good 4 74 per em 
Huntington, W. Va. Fair —- 0.1 Good eee Pampa "Tex ‘ Ya 432.5 Fair ae of 
rs ‘ . ‘ : ’ 2. I 
Average Good + 2.9 Good 24.0 Average Good +13.2 Good $17.1 
4. Fort Lauderdale, Fla. Good +10.0 Good +30.0 9. Denver, Colo. Good + 3.9 Good ” “ai 
Charleston, S. C. Fair +10.0 Good +15.0 Salt Lake City, Utah Good + 1.9 Good +24.0 
Average Good +10.0 Good +22.5 Casper, Wyo. Good + 6.1 Good ee 
5. Little Rock, Ark. Good +15 Good +... Cheyenne, Wyo. Fair + 5.0 Fair +10.0 
Arkansas City, Kan. Fair + 5.0 Good + 5.0 Average Good + 4.2 Good +17.0 
Lexington, Ky. Good + 6.5 Fair No chg. 10. Portland, Ore. Fair — 0.8 Good + 
St. Louis, Mo. Good + 4.0 Good +16.0 Spokane, Wash. Good + 2.0 Good oe 
Nashville, Tenn. Fair + 3.1 Good +28.1 Vancouver, Wash. Fair - 28 Fair + 1.0 
Average Good + 4.0 Good +12.3 Average Fair - 03 Good + 1.0 
6. Decatur, Il. Good + 8.5 Good a 11. San Francisco and . a . ey, 
Joliet, Ill. Good  +10.0 Good +10.0 Oakland, Calif. a 7: Se | sae 
Bay City, Mich. Fair + 1.0 Fair + 1.0 Santa Barbara, Calif. Fair + 1.0 Fair Nochg 
Detroit, Mich. Good * i Good +15.0 Average Fair + 0.4 Good +10.0 
Grand Rapids, Mich. Good + 3.0 Good +10.0 12. London, Ont. Good +10.0 Good +10.0 


3 
Mount Clemens, Mich. Fair 1.5 
Cincinnati, Ohio Good + 6.2 
Columbus, Ohio Good + 3.6 


Fair No chg. 
Good +20.7 
Good ree 











Vancouver, B. C. Good + 0.7 Good x 
Victoria, B. C. Fair - 2.0 Fair + 2.0 
Average Good + 2.9 Good + 6.0 
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CREDIT DEPARTMENT LETTERS 


By DANIEL J. HANNEFIN 


NE of the weaknesses of using “stock” let- 
ters (and phrases) is the lack of individual 
application. They are used on all types of 

accounts, regardless of their age or previous condi- 
tion or paying records. Thus, a customer may go 
along for years and have a fairly good paying rec- 
ord and never have a line from the store to even 
intimate that it has any realization of her existence. 
But, let her account slip into the “slow-pay” class 
and she immediately goes on the list for “Number 
One” letter. 

Too often, there is no thought given to her pre- 
vious record—no attempt to win that customer 
back into the regular-payment class by explaining 
what really happens to a customer’s credit record 
when it is not maintained by prompt payments. 

This happens, usually, not intentionally but be- 
cause many credit departments have a set routine 
for collection follow-up, one that has been proved 
effective in the light of experience. There’s noth- 
ing wrong with the routine but, rather, with the 
application of it. 

Often delegated to routine workers, it becomes 
mechanical. Those who use it do so mechanically, 
without any thought of “referring back,” for per- 
sonal attention, the accounts which are just on the 
“border line.” 

For this reason, the first collection letters, in 
any collection letter series, should be written to 
eliminate any chance of their causing ill-will, 
should they be used improperly. 

At the same time, they should be selling letters, 
should “sell” the customer the memory-impression 
that your store is not only worthy of her patronage 
but also deserving of prompt payment, for very 
definite reasons. 

It isn’t necessary that they be cringing—or 
apologetic—but they should be friendly—so much 
so that they put the customer on the defensive to 
the point of realizing that neglecting your pay- 
ments is not quite fair to you! 

Such a letter is shown in Figure 1. This letter, 
which originated with Russell H. Fish, of the May 
Company, Denver, is an ideal “Number One” let- 
ter. In fact, I consider it one of the finest collec- 
tion letters it has been my privilege to see! I have 
mentioned it several times in letter discussions and 
have always found that it gets favorable comment 
from credit executives. 

But, most important, it is a successful letter! 
Mr. Fish, when he first used it, wrote that it was 
the most successful letter that he had ever used. 
Customers phoned compliments on it—wrote let- 
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ters about it—and sent payments in response to it. 
And that is the acid test of any collection letter! 

Motivated by the same thought are the Skelly 
Oil Company statement-message (Figure 4) and 
the Roos Bros. letter (Figure 5). 

In response to the Skelly statement, one cus- 
tomer (a woman) wrote: “Congratulations on this 
type of reminder! It shows real knowledge of 
psychology. Check enclosed.” (Ouwr congratula- 
tions to Credit Manager Sexton of the Skelly Oil 
Company! ) 

Read the Roos Bros. letter carefully. Note the 
adroit use of subtle humor, so deftly handled that 
even the most “thin-skinned” customer could not 
take offense. And yet, if you will notice, it does 
everything a collection letter should: Shows the 
balance (very neatly )—asks for payment—or part 
of it—or, all else failing, a definite promise of 
payment. 

Speaking of friendliness, the new-account ac- 
knowledgment letter (Figure 2) used by the 
Boyd-Richardson Company of St. Louis (men’s 
apparel) strikes a new note in letters of this type. 

Too many of these letters start out, “It has come 
to my attention that you recently opened an ac- 
count here.” As if the store owner had just 
stumbled onto the fact and felt impelled to make 
formal acknowledgment of it! 

Note the easy and natural way in which that let- 
ter starts off—and the friendly, yet dignified, tone 
maintained throughout. In the same manner is 


the inactive account letter shown in Figure 3. 
* * * 


What About Stickers—For “First Stages’? 

Recently, while in Kansas City, I found many 
of the credit executives there very enthusiastic 
about the use of the new “Stop and Go” stickers, 
not only for the first stages of collectian but also 
for early use on inactive accounts—and on prompt 
pay accounts, as a good-will gesture. 

The Kansas City Association thinks so well of 
this series that it has purchased over 100,000 tof 
the stickers since last November. 

And the idea is spreading! Orders are coming 
into the National Office from all parts of the coun- 
try—from as far East as Boston and as far West as 
San Diego. Try them. You won’t regret it! 

~De~ 
If You “Travel Air” to Spokane 

Anyone interested in traveling by airplane to Spokane 
can get a special reduction of 15 per cent from the one- 
way rates. Tickets must be purchased through the Na- 
tional Office on our travel card. If interested write the 
National Office for further details. 
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THE MAY COMPANY 
DENVER 


April 27, 1957 


CREDIT DEPARTMENT 


© 


Mr. John Dowe 
960 Washington St 
Denver, Colorado 


Dear Mr. Dowe: 


There's a belief in this store that every- 
thing we do should be prompted by the friendliest 
of feelings. 


Whether we're selling goods, exchanging 
them - or asking that we be paid for them. 


This letter happens to be in regard to 
your unpaid balance of $15.00. 


Is there anything we can do to help you? 


ele... 


for THE MAY COMPANY 








@ 


One of the first things I look for when I 
reach my desk in the morning is the daily 
list of new charge customers. 


I was exceptionally pleused to note your 
name on this morning's list. 


Permit me to thank you for the opportunity 
to serve you, and to express the wish that 
this may be the beginning of a long and 
pleasant business relationship. 

Sincerely, 


BOYD-RICHARDSON COMPANY 








Loveman, Joseph & Loeb 
Birmingham, Ala. 


EXECUTIVE OFFICE 


1FB:C President 








You have been one of our loyal custorers 

=~ one whose patromge we are especially 
@) eager to continue to enjoy and deserve. 

Perhaps you don't realize how long it has 
been since you have used your charge account 
here. 


But we dos And we want you to know that you 
have been missed very much. 


Cordially vours, 





OUTFITTERS 
MEN 
WOMEN and 
CHILDREN 





San Francisco, Calif. 





SKELLY OIL COMPANY 


SxaLLy BUILOING, 2534 MADISON AvE 


KANSAS CITY. MissouR! 


, ® . 


Mr. John °-~ 
2534 Madison Avenue 
Kansas City, Mo. 
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May we have a check - eithe 
- re real check 
re 
HA ee check in the eppropriate bracket 


We shall appreciate it ir 

‘ou will 

and drop us the good nese.” ainsi 
The balance is: 


( ) Here's a11 of it -- 
now keep quiet! 


( ) Here's part of it to 


sh 
our good faith, oe 





Just to remind you -- that's all 
That we have not received payment for 
February 28 bal. - 


your $15.2 


If payment has already been made. just 


forget this reminder. If not, will you please 
send it today? We'll appreciate it 


SKELLY OIL COMPANY 


( ) Can't 


ossibl 
will Pp y make it today -- 


send one on 


( ) We mailea you one on 


Very truly yours, 


ROOS BROS., INC. 


MLiLB BUREAU OF ACCOUNTS 




















MAIMUM Al accounts are DUE and payable on the FIRST of the month after 
TERMS purchase, and are PAST DUE after the FIFTEENTH 
MAY, 1937 














After the Convention -- Seattle! 


By GORDON J. HAGGBLOM 


Credit Manager, Pacific Finance Corporation, Seattle, Wash.; President, Associated Retail 
Credit Managers of Seattle 


HEN the gavel of the chairman pounds for the 

last time at the Silver Anniversary Convention of 

the National Retail Credit Association at Spo- 
kane this June, delegates’ thoughts will probably turn to 
“what to do now.” We suggest you see the wonders of 
the Inland Empire around Spokane and eastern Wash- 
ington first, and then, if you have time, come west across 
the state of Washington to Seattle and enjoy a pleasant, 
restful, recreational interlude on the shores of Puget 
Sound. 

No city in the world can offer more diversified and 
beautiful scenic drives or boat trips. From the Queen 
Anne Hill boulevard the panorama to the west shows 
first the jagged peaks of the Olympics spreading their 
purple bulk over the horizon, and in the foreground the 
islands of varied size leading north to the San Juan “thou- 
sand islands” group and the coast of British Columbia. 

"The setting is further enhanced by the huge expanse of 
Puget Sound with its many tentacle-like bays and inlets 
finally reaching the Strait of Juan de Fuca and the broad 
Pacific. To the east is Lake Washington, 26 miles long, 
backed by the towering Cascade Mountains. From Queen 
Anne Hill likewise is visible Seattle’s business district, 
particularly striking at night as it demonstrates Seattle’s 
reputation of being the best-lighted city in the world. 

Over all, to the southeast, “the mountain that was 
God,” Mount Rainier, stands guard. Another scenic 
drive is around Lake Washington, known as the 52-mile 
“Riviera Drive” of the Northwest. This beautiful paved 
highway wends its way through Seattle’s justly famous 
residential districts to the suburbs and summer colonies 
of the city. 

An opportunity to view these scenic attractions from 
the deck of a boat is offered on the many special water 
trips available on Puget Sound or 
Lake Washington. Within an hour 
one may journey toward the Olym- 
pics on the unique streamlined 
ferry “Kalakala”’ to the city of 
Bremerton, home of the Puget 
Sound Navy Yard. Other short 
boat rides take the traveler to one 
of the Puget Sound islands, or en 
route to Hood Canal, popular 
summer resort playground, or 
across Lake Washington. 

Seattle is the Queen City of the 
Evergreen Playground, which is 
comprised of the states of Oregon 
and Washington and the Province 
of British Columbia. It is not 
more than four hours away from 
any point in this playground of the 
Pacific Northwest. The beauties 
of Rainier National Park and 
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Mount Baker are easily available during the summer. And 
across the Sound from Seattle lies the two-million-acre 
wonderland, the Olympic Peninsula, called America’s 
Last Frontier. Unspoiled, just as nature left it, this huge 
territory can be conveniently reached over a recently com- 
pleted loop highway which leads around cool mountain 
lakes, through vast forests of spruce on the foothills of 
the Olympics, to the West Coast where roars the mighty 
Pacific along miles of sandy beaches. 

Other “where to goes” of interest are the various curio 
shops throughout the city. Being the gateway to the 
Orient and Alaska, it is only natural that the East and 
Far North influence should be felt in the cosmopolitan 
city of Seattle. Alaskan totem poles, hand-carved ivory, 
and all the treasures of China and Japan are on display 
and for sale at the many “little shops” in the city. 

Seattle is proud also of its other distinctive stores. This 
city is the shopper’s mecca of the Pacific Northwest. Not 
only are the residents of this section attracted by Seattle 
shops, but women from Chicago, Washington, D. C., and 
New York enjoy purchasing clothes, furs and other arti- 
cles in Seattle. 

Whatever your recreational interests, Seattle can fill 
them, and cordially invites the delegates of the National 
Retail Credit Association, when they are through with 
convention problems and the magnificent Inland Empire, 
to cross the state and come into the Evergreen Play- 
ground and Seattle. 


“Der 
Join the Silver Jubilee Club now. It’s your last chance! 
The only qualifications necessary are to be a member of 


the National Retail Credit Association and to send in 
one new National member before May 20. 





Business District of Seattle. 


The CREDIT WORLD 








Credit and Collection Problems 
Of the Medical Profession 


[As seen by the office and credit manager of a clinic] 
By MRS. LILLIAN GRAHAM 


URING a recent visit to Nashville, Mr. Crowder, 
General Manager-Treasurer of the National As- 
sociation and Editor of The Crepir Wor Lp, was 

good enough to give me a few minutes of his time which 
were devoted to a discussion of credit and collection prob- 
lems confronting the doctor. 

This is a problem which really is a problem to the aver- 
age doctor. There has never been an organized credit 
system for the professional man like those afforded other 
people in business (such as the retail dealer), although 
they grant as much credit as does the average retail busi- 
ness. One reason for this is the fact that doctors—al- 
though today (if not before) it is against their pocket- 
books—have stuck to their very rigid “ethics.” Up to a 
few years ago, nobody ever heard of a doctor suing to 
collect his bill or even handing it to a collection bureau. 
This has been a mistake, as the doctor of today fully 
realizes. It has more or less led people to believe that, 
if they found it inconvenient to pay the doctor, the bill 
eventually would be marked off and forgotten. 

A practice of this kind (and one of such long stand- 
ing) is hard to correct. I’m afraid it will take many 
more years of hard work before we will see this mistake 
completely corrected. However, it is well worth it. 

The only thing to do toward eliminating this belief is 
to first educate the doctors who still stick to the old 
method and then educate the public to the fact that the 
professional man is entitled to his money just as much as 
the butcher, the baker and the candlestick maker. I’ve 
found that, through constant effort, this can be done. 

Everyone thinks of the doctor as the poorest business 
man in the world. This is a fact which the doctors them- 
selves do not deny. In their defense, however, I wish to 
state that few of us could accomplish as much as they do, 
with only twenty-four hours in a day. They have so 
many demands on their time, they have no time left to 
delve into the problems of keeping the business end of 
their practice up to present-day standards. 

I think this is one reason the doctor who cannot afford 
to pay a person educated and experienced in credit and 
collection work to manage his office gets so little of the 
amount carried on his books. A man whose mind is on 
his profession as it should be does not have time to prop- 
erly study the question of collecting his bills. 

He would have to neglect one or the other, and natu- 
rally his professional studies and thoughts are foremost. 
Therefore, he can have time only to see that his bills go 
out once a month, and that is all. That, however, is not 
enough. 


I’ve been in a doctors’ office only two years, but it has 
not taken me that long to learn that everyone else is paid 
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and then, if there is anything left, the doctor may get a 
little on his bill. I don’t mearf that this is so in every 
case, but I will say that 60 per cent of the accounts held 
by doctors in the South are treated in this manner. It is 
this 60 per cent that we are anxious to educate. 

I have found that the best results with this class of ac- 
counts are derived from personal contact by letter. At 
the close of this article you will find some examples of 
letters used by me last fall which surprised my employers 
by bringing in such good results. You will note in them 
that I emphasized the fact that we were affiliated with 
the Credit Bureau and this fact I feel was mostly respon 
sible for the results. I wish to add also that I do not 
make my letters “form letters.” They are individually 
written and vary, one from the other, according to the 
account and the patient. 

One thing a doctor’s office still more or less has to 
avoid is being “hardboiled.”” Some people have to be 
handled with “kid gloves” in order to get along at all. 
The reason for this (I think) is that, in most cases, a 
doctor’s bill is not a luxury, but a necessity; in fact, an 
emergency. For that reason, more time must be given and 
more patience exercised than with retail credit. However, 
I think it a good plan to obtain a credit rating when pos- 
sible to determine the length of time to be given an ac- 
count. 

In some instances, the old stand-by collection stickers 
prove to be of great benefit. I’ve tried a good many 
which were applicable to the profession but none have 
proved as good as personal contacts. Out of 700 letters 








The Author: 


Mrs. Graham is Office and Credit Manager 
of a very successful clinic in Nashville, Tenn. 
Her experience, as recounted in this article 
proves the contention of credit authorities that 
professional men can improve their collections— 
with modern credit methods. 








sent out by my office last fall, only 150 failed to bring 
response, either by-payment or letter, explaining why they 
had not paid and a promise when we might expect a pay- 
ment. This is an average which I believe could not be 
reached by any other method. 

When I receive my copy of The Creprr Wor tp each 
month, the first thing I do is glance through it to see if 
there is anything in it pertaining to the medical profession. 
I study all form letters to see if I can get any general 
ideas which can be converted into letters to my patients. 

(Continued on page 26.) 
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The Nation’s Collection Percentageg-M: 


















































































































































DEPARTMENT STORES DEPARTMENT STORES WOMEN’S SPECIALTY FURNITURE STORES Ys 
——" (Open Accounts) (Installment Accounts) STORES (Installment Accounts) . 
CITY 1937 1936 1937 1936 1937 1936 1937 1936 | fis 
AV. HL LO. } AV. HI. | LO. | AV. HL LO. } AV. HI | LO. | AV. HL LO. | AV.| HL | LO.| AV. HL | LO. [| AV. HL | Lo. m | Lo a 
Boston, Mass. 50.0/65.8140.6149.5 | 66.4 |38.7 116.3 |22.4/13.8 }17.1|}229)13.7 155.1 |65.0/41.9}52.9|65.0/390 7 — | —| —] —| —|] -— 78); — 55 
Providence, R. I. 45.1|53.2|44.5146.2|/540140.7) — |} —| —— —| —}] —Fm—] ml ome od od oe eet — dp my cd -|— 

| Lynn, Mass. 49.9|59.0 |38.71457/52.0/359} — | —| —}—-|] —| -—F-] —] dP od oO] om 22.5)20.5)11.8 110.3 )15.3 | 9.4) Boo} — 
Springfield, Mass. 57.3 |65.1 |49.6 148.3/53.4 |43.2117.4 |22.5}12.4113.5 |17.5| 9.5 $52.0 |56.7 |47.5 1474 |53.0|396) —| —| —]| —| —] - =| — 
Worcester, Mass. 49.3/540/46.0 [463 |53.4 145.1 $25.0 |}25.1|25.0 |22.1/23.8 |20.5 135.6 /43.3/28.0}32.5/41.3)237) —| —| —} —| —] - ae an 
New York City 49.6/61.6/42.21 464 |64.3/39.0 120.3|24.9/13.6119.4/21.5|13.4 146.9/71.5 |368 143.7/74.0/342] — |} —|} —}]-| —-| - -|—|- 
Pittsburgh, Pa. 484/51.5/43.3138.7 145.2 |34.8119.8/288/14.8 114.8)17.5 111.9 147.8 /51.5 |40.0/38.2)45.2/300) — |} —| —}] —| —] — 2129.94: 

2 Reading, Pa. 49.1/53.1}48.6149.9/50.1/4907} — (23.2); — | — |223) — | — |38.0| — | — |390) — 913.0 16.0 |10.0 113.0 |16.0 |10.0] Ho, — 
Syracuse, N. Y. 44.2 |44.3/44.1 139.2/425 |33.3 118.5 |24.4 |18.3117.0/21.9 16.5 147.2/50.2|44.3}50.0 |56.9 }43.2] — |13.1) — | — 13.4) — -|-—- 
Utica, N. Y. — jf —| —j —| —| —F — | — | — | — | — | — 941.21490.1 134.3137. 1 142.11936.40120 113.2 110.611 1.2113.419.3 si — | « 
Washington, D.C. $41.3 |50.5/34.7140.2/49.9 |34.1 913.0 |14.8| 8.8 112.6113.8)10 4) —| —| —} —| —| —} —|] —| —] -—|] —] -]4-/ -]- 

3 Huntington, W. Va. 156.4 |62.1 |50.8 |55.3|59.4 (51.319.5 110.9/ 8.1 115.8/238/78 | —| —| —]|] —| —| — Ji5.1 {20.1)10.27 — |10.0) — -|- 
Baltimore, Md. 44.0|55.7 |37.2141.5|47.2|34.2116.3|24.8| 7.0 114.9|22.0| 6.4 |43.7 |45.8 |40.9 140.0 |43.6)346) —| —| —|] —| —|{- -|—- 
Birmingham, Ala. 43.7) 47.4 |38.1 140.1 | 43.7 134.6 $19.9 |220/18.4119.5/23.2)16.8 148.4/50.0 | 46.8 | 41.5/46.8/35.7 112.7 113.1 12.4112.3)13.2)10.6) #- | — 

4 Atlanta, Ga. 36.1 /38.0 |34.3137.7 |39.3 |36.1 915.7 117.5 113.9 114.1 |15.8 [12.4 137.1 |40.4 |33.9 1349) 35.8 (34.0 $12.7 [13.2 |12.1912.2)12.3)120 —_ 
Kansas City, Mo. 55.6|79.3|49.6 153.7179.4147.4] — |l7.2| — | — |18.3| — [51.8 163.7 149.0 148.4 1645 145.411 1.0114.0 10.8]11.0/138 los} g-| —| 

5 St. Louis, Mo. 54.2|63.7 147.4 151.6 160.8 145.8 121.3 124.419. 1 121.6/27.4/17.5 149.7 |53.2|46.1 1454 |47.1|43.9] — |17.3] — 412.9]17.8 | 80} 4a7| — {4 
Little Rock, Ark. 40.9 147.4 | 36.5 135.4/40.3/31.1 1220/24. 8)13.9}12.2)1I2.7 118] —| —| —}] —|—| —] — 110.2} —] —|] 90] — 3}20.0 |3 
Cleveland, O. 48.7 149.5 142.9 144.0 /51.4 |41.7 ]21.3 |37.3}12.7 |19.2/30.6 |14.0 | 45.0 [47.7 |44.0 142.7 | 43.0 |42.1 011.7 |12.1| 9.5 | 9.0 110.8) 8.3 5 [37.5 13 
Cincinnati, O. 49.8|54.0 |43.4149.0 |53.6 |42.3117.9 |21.7|15.3 118.7 |27.6 14.7 $50.1 |56.3 |444 520/667 |}430} —| —| —}] —|—-—|]- 7133.5 14 
Columbus, O. 46.1 |54.1 |45.0 143.3 / 51.4 |42.9114.6 15.5 113.8 114.8)16.9 |12.6951.2|53.5 |48.9 [50.0 | 53.4 | 46.7 114.6 |45.0 |10.3 114.8 |33.0|10.6) #- | — 
Toledo, O. 48.3 |53.0 146.0 [45.7 |52.5 |45.6 118.8 |19.5 |18.2 118.9 |19.9 |17.9 154.3 | 61.0 |39.0 1490 /49.9 40.5)15.1 18.9 }11.3112.7|17.6) 7.8 7}40.0 }4 

6 Youngstown, O. 46.3/46.6 |46.0 143.6 |43.8 |43:4 117.2 |18.3|16.0 116.9/17.8 [13.9 147.3 |55.5 |39.0/400/48.0/32.0] — |23.1) — }15.9)18.7 13.0; 4-| — 
Detroit, Mich. 51.9 |64.6140.9 153.5 |65.0/40.0122.7/26.4/14.8 }22.4/23.5 |19.9 [50.8 |56.4/40.6151.7 |56.5/48.8) — | —| — | — | — | — 1884/38.014 
Grand Rapids, Mich. 150.8/54.6 |46.0 144.1/46.1/426] — | — | — | — | — | — 947.3/49.7/44.8 147.7 (508 |44.6]17.1 [23.4 |10.2]13.1 [15.5] 87); #- | — 
Milwaukee, Wis. 49.5|57.3|46.2153.0 |55.2|44.5420.1/21.9)19.6121.9/22.51/17.4] — |564) — | — |52.2); —} —} —}| —] —]|] —] - 0 \26.3 14 
Springfield, Il.* 33.2/42.1|18.0130.9/44.4458 |} — | —}| —}] — |] — | — 935.0 |[41.0/29.0 ]29.7 [31.4 |28.0 420.9 30.5 |14.5 119.4 27.5 |138 0/36.0 13 
Duluth, Minn. 45.9 148.6 |35.9 146.3 151.7 131.6 124.2/26.0 |22.5}22.7/23 8 |21.7 151.6 |60.3 |43.0 |44.8|74.4 |390} — | —}| —}|] —}| —|- 8) — 

St. Paul, Minn. 54.9/58.2/51.3153.0|57.4 |44.61 — | —| —| —| — | — [45.6/58.2/32.0/38.3/45.9/280} —| —| —}] —| —| —]|@-] -— 
Minneapolis, Minn. }65.! |70.8|60.0162.6/69.1 |54.6120.4 |24.5/23 8120.3 |24.6/14.4 1 56.2/57.6|54.7154.9/55.2/546) — | — | — 112.6/16.7 |10.6)#- | — 

7 Davenport, Ia. 51.9 |52.2/51.6146.3 [53.2/49.3118.1/19.1/17.0]176/18.6/166) —}| —| —]| —| —| —] — |16.0} —] — 1/159) —]@-| — 
Cedar Rapids, Ia. 52.6 |53.5|47.7 |53.5 |54.6 141 .6124.0 30.0 18.0 |22.2/23.7;2077 —|} —| —]}] —| —] —}—/] —| —]}] —| —]|] —-I4@-] - 
Des Moines, la. 37.6 |47.8|35.0 137.4 |466|34.0] — 112.9) — | — |11.8) — 951.7/51.8/39.0/440/51.8/410— — | —|] —] —|] —]| - 18) — 
Sioux City, Ia. 47.1 147.4 146.8 144.3/46.2|42.4117.7 |20.3/15.2 118.2|20.11/164] — |42.0| — | — |460) -| —| —| —|] —| —]| —]4@-] —- 
Omaha, Neb. — 1478) —] — |45.5| — | — 115.2) — | — 114.2] — §473/63.0|40.2149.1|70.0\408) —| —| —] —| —] -—]4@-| — 

8 Tulsa, Okla. 59.5 |60.6/57.0 160.7 /64.2/57.0 117.0 /20.9)15.7 115.6/18.4|15.0 1469 |48.5|45.41420/49.1/3487 —| —| —] —| —]|—-]4@-| —- 
San Antonio, Tex. [40.6 |43.1/38.1141.4/44.8/38.1 112.3 |13.8 [10.7 114.2114.7 |13.4 137.8 |49.4|46.7 149.0/50.8/47.2.110.4 11.1] 97 1109/14.9| 7.3] $78) — 
Denver, Colo. 45.1 |52.4/43.3 144.0|46.9 |40.3 $15.5 117.4 |11.2 114.5 |17.1 [11.9 $445 145.7 143.3 | 40.7/41.1 |40.3) — | —}| —] —|] —| —] els — 

9 Salt Lake City, Utah 154.4 |61.1 |49.2)52.5/62.7 |46.1124.0|29.3)19.4)/21.9)27.1 18.2) —| —| —}—{|—| —}-| —-| —| -| -—| -}4Fr/ - 
Casper, Wyo. — {1150} —]j — 1085) —F —| — | —] —| — | — | — (34.0) — | — 1920) —Fi —| —| —I —] —| —i4-] —- 
Portland, Ore. 40.1|73.0/34.1 137.2 |97.0 |33.5 }14.7 19.0 |13.4 17.0 |17. 1|13.5143.4/45.0 [42.0 139.2/44.0/37.1} — | — | — | —] — | — PRU 80° IK 

10 Spokane, Wash. | 56.2|63.9|48.6]52.7/58.3 |47.1 ]15.2|17.9 [12.5 ]13.4 [14.3 |12.5}41.2/49.0|33.4/38.1/46.0|30.2] — | —| —| —]| —| —| #0, —}1 
Tacoma, Wash® —{|—-}—t_nr-t| ~-|-t-l|—tl-t-t-i cr —}—|—-}-}]—}] —~|F—-| -| —-}-IT Il —-|— 
wt eerie 46.3 |52.6|35.1 145.6|52.7 |33.6 118.0 |25.4 16.2 |20.3/32.3| 15.6 141.2 |53.2/31.2138.1 |50.0 |29.7 $15.2 |29.2/ 10.7 }15.7/23.3)123) #- | — 

Nl oe Angeles, Calif. 164.1 167.8 |52.3162.6 |64.4|52.1119.9/21.7\19.2 [21.1 |23.7|17.0] — |e0.2| —|52.8/59.8\502] —| —| —] —| — | —|#ul - 
Santa Barbara, Calif. 146.4 | 61.6|292/46.4/51.5 |40.2] —| —| —| —]| —]| — [$6.5/72.0/47.5|59.6|68.4 [51.2] —| —| —]| —| —| -14@- 

Ottawa, Ont. 46.2 149.5 144.0 145.2|48.3 141.4 913.4 [13.8 |12.6]13.1 [13.4/12.2]34.4 |36.2 130.4 [30.1 134.2/3) 2011.9 /122/01.3 7) 2001.7 [10.4] 8— 

12 Vancouver, B. C. [62.4 |63.2/61.5 ]69.6 |76.9 |62.2130.8 |40.3 |21.3]281 /32.7/23.51 — |43.0| — | — [579] — | — |15.5] — | — 18.6] —] #0) — 
Victoria, B. C. 60.7 |61.0 |60.5 154.5 |57.3 |51.8421.6|25.2118. 1119.9 |21.0 117.8 | — |40.1) — | — 465) —F —}| —}| —] —| —|] —]#-| — 
© Figures not received at press time ° Installment 2Laundry 4Plumbing ®Paper and Paint 8Cleaning § Dyeing 

* Open and Installment accounts combined 1Furriers 3Heating SLumber 7Fuel Carpet amg Cleaning 


Ess" _ Fifty Key Cities Cooperating with the Research Division -- in Mnited § 
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yey- March, 1937, Versus March, 1936 







































































MEN'S CLOTHING AUTO A\ 
Y STORES oneins SHOE STORES TIRES, GAS AND OI MISCELLANEOUS 

1936 1937 1936 1937 1936 1937 1936 1937 1936 
Lo. m= | Lo.| AV.| HL | LO. | AV. | HL | LO.] AV.| HL | LO. ] AV. | HL | LO. | AV. | HL | LO. J AV. | HL | LO. | AV. | HL | LO. av. | HL | LO. av. | HL. } LO. 
~l Hs] — |s59|s82\536] —| —| -] —| —| -—] — lov7| —] — |se7] -] -| -] -] -] -|- esol 63 els 
IF} | -}-}-] -] -] —] -] —| —] — |s70] — }s5.6]5527|55.5 J41.5]530|30. 1] 497/50.0]495} 63.6]8034.4008)55.6 |73.78|3602 
94| foo] — | — |ris} — | — Jea4] — Joailerolas3} —| —| — | —| —] —] —]| —]| —]o77]907|448}59.4|728x/260851,7 |71.97\21: 
~|¥-| —} —| —| —] —|480| - | — |400] — 51.9 |s2.6]51.3}s2.0\61.4|427) — | — | —]} — |e2.0] —] — Jesez| — | — jesaz| — 
~|4_| — | — | —| —]ras}ios.0}42.1}679|960/39.8] — |460] — | — |455| — ]544|583 |50.5 [483 /56.1 |40.5]60.4 |8377141.0461.9|78.07)28: 
—T4-|— T= [225] — ]500170.1]38.0[450/56.2|33.7 |50.6|61.5|37.8|52.7|60.5[39.4] — [663| — |63.6|68.0/596)57.5|7708 46050. |750q41, 90 
—|ujn2|29.9]434|52.7\363] — | — | — | —| — | — ]607]68.4]53.0]50.0|50.0|50.0] — | — | —] —| — | —]40.3]79.8q210831.3|67.9419.08 
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The A. B. C.’s of Retail Credit 


By J. R. MEEK* 
Credit Manager, Harbour-Longmire Co, (Furniture), Oklahoma City, Okla. 


N RECENT years there has been much cheap and 
unworthy and even reckless criticism of some of the 
fundamental principles underlying the sane and sen- 

sible extension of credit. Credit work is necessarily edu- 
cational. No longer does the necessity for education have 
to be argued anywhere. 
and everywhere. 


Knowledge is power always 


Senator Ben Hill of Georgia used to say, “Nothing is 
so costly as ignorance, and nothing so cheap as knowl- 
edge.”” We need to remind ourselves that the world thus 
far has moved forward not in ignorance, but in knowl- 
edge. Business and credits are not exceptions. 

“A man’s judgment is no better than his information.” 
Therefore, in passing on credits, particularly installment 
credits, where the payments are extended over a period of 
a year, two years, or even longer, more than ever before 
it is vitally essential that the customer’s credit be care- 
fully investigated. 

What is his past record for honesty and promptness in 
paying? How many does he have to support? Is he a 
steady worker and desirable employee? What is his aver- 
age monthly income? How much does he already owe? 
Has he failed to pay out previous installment contracts? 

You can’t answer these questions unless you get his 
past record, through your local credit bureau, if you have 
one; if not, then by your own investigation. 

Fortunately, the most stable factors credit men have to 
consider are character and reputation. A good past record 
will, barring unavoidable misfortunes, almost certainly 
assure a good future credit experience; a bad paying past 
record will almost certainly assure a bad paying account 
or repossession, if you “take a chance.” 

Remember, that with the average down payment equal 
to one or two monthly installments, the customer does 
not have sufficient equity until he has met his monthly 
payments for six months or a year to aftord you any real 
protection against loss in case of default. Repossessed 
merchandise is only worth wholesale cost less damage and 
depreciation—and less the cost of reconditioning and re- 
selling. You can only sell it as secondhand merchandise 
for what you can get for it—and it costs more to resell 
than new goods—in most cases. 

Your only protection is the customer's credit record. 
You can get this information by investigating. More 
businesses have gone on the rocks because of a poor credit 
policy than from any other cause. Only sales that are 
paid for can return a profit. 

Albert F. Chapin, in his Credit and Collection Prin- 
ciples and Practice, quotes J. P. Morgan, Sr., as saying 
that the “three C’s” of credit are: First—Character ; 
Second—Capacity ; Third—Capital. He then went on to 
say that if he had the first two C’s, the third one, capital, 
would take care of itself. In other words, a man with 
character and capacity would acquire capital. In the 


*An address before the Seventh District Conference, Okla- 
homa City, Okla., February 22 and 23, 1937. 


18 


February issue of Credit and Financial Management, 
Henry H. Heimann had a good editorial in which he 
made the salient statement that character is the heart 
of credit. 


Character, the fundamental basis for credit, is now, 
perhaps, more important than ever before. Many people 
who have gone through the depression with a struggle 
against tremendous odds are getting back on their feet, 
and character is manifesting itself in the way that they 
are paying old bills which they simply could not pay dur- 
ing the depression. I have reopened dozens of new ac- 
counts like this during the past twelve months. In my 
opinion, the credit man who does not take cognizance of 
this condition has lost his vision. 


In order to help us answer some of these vital ques- 
tions, I have made an alphabetical arrangement of them. 
Indeed I am not attempting to cover many of the prob- 
lems. I am barely touching the hem of the garment, 
hence “the A. B. C.’s of credit’’: 


A. ADDRESS OF PURCHASER. 
1. Accessibility. 

(a) Section—good or poor. 

(b) Telephone. 

Age. 

(a) Must be 21. Must be able to contract. 

(b) The contract of insane persons is voidable at 
their option. 


No 


(c) If 22 years old, examine closely. 

(d) If 70 years old, what is he buying this fur- 
niture for? 

(e) If husband, get wife’s signature also, and 
vice versa. 

3. Antecedents, reputation, paying record, morals. 
B. BANK ACCOUNT. 
Not of great importance. May be depleted quickly. 

Has certain amount of stability. 

C. CO-MAKER ON CONTRACT. 

(a) Moral suasion. 

(b) Father sign with son. 

D. DATE OF PURCHASE. 

(a) Terms, payments. 

(b) Credit references. 

E. EXPERIENCE ON FORMER CONTRACTS. 

(a) Get full information. 

(b) Extras or add-ons. Be careful about a con- 
tract where too much is added on. After the 
contract is made there is a strong tendency to 
overbuy on the part of some people. 

I. INCOME, SOURCES, RELIABLE COMPANY. 
1. Question authority of party: Who it is that is giv- 
ing you the information—secretary, manager, clerk, 

what capacity? Be sure that information is from 

a reliable source. 


The CREDIT WORLD 











2. Check employment during last few years. 

(a) Man working for himself. Will it last dur- 
ing the life of our contract? 

(b) Commission basis—not definite. 

(c) Average income. Scale down occupation. 

(d) Paperhangers, painters, printers, plumbers, 
traveling salesmen. Check employment. No 
stated income. 

(e) Lawyers, preachers, doctors. Incomes fluctuate. 

(f) Piece worker, get facts. 

(zg) Hourly basis worker-operator, get exact oc- 
cupation. 

(h) Single man, married man, dependents. 

(i) When more than 3314 per cent of income is 
pledged on a contract, the contract is doubt- 
ful if there are dependents and the salary is 
ordinary. 

N. NAME OF PURCHASER. (Nationality. ) 

As an indication of nationality or racial origin. Some 
nationalities do not have as high regard for credit 
as others. 

O. OTHER INCOME. 

(a) Usually absent when needed most. Not a 
big factor. 

(b) Wife works? Where? Income? 

R. REAL ESTATE. 

Not of great importance. If heavily mortgaged may 
even be burdensome. Interest, insurance, and taxes 
may make the ownership of real estate a burden 
to the purchaser. Represents some stability. 

S. SECURITY. 

Staple patterns of furniture much more to be desired 
as security. Beware of soft goods, draperies, and 
radios. 

T. TIME TO RUN. VERY IMPORTANT. 

Secure as large a down payment as possible. If you 
go beyond twelve months, do so gradually and care- 
fully. A study of repossessions on long-time con- 
tracts will show that losses are much greater than 
on short-time contracts. A careful study of your 


own repossessions will assist you materially in your 
interviews and investigations. 


U. USES. 


If for restaurants, night clubs, apartment houses— 


hard usage—get more down payment and make 
shorter contract. 


=e 


Buup BUDGET 
ACCOUNTS... 
but limit credit risks! 





with Rand MCNally 
BUDGET COUPON BOOKS 
At last . .. an easy, practical system of credit 
control! Leading department stores are enthusi- 
astic over the way Rand McNally Budget Coupon 
Books are increasing their present volume of busi- 


ness, doing away with expensive bookkeeping, and 
reducing credit risks. 


These handy books are issued in any desired de- 
nominations, usually from $5 to $50. Most stores 
accept a 20 per cent or 25 per cent down payment, 
and collect the balance in four or five monthly in- 
stallments. 


Rand McNally Budget Coupon Books are used by 
the consumer as cash. They stimulate buying— 
but, by limiting credit, offer a practical solution to 
the old collection problem. 


For complete information and samples, write 
Rand McNally & Company, Dept. CW-5, Chicago 








* ee ee ee ee S42 2S SSS SSS SSS BSS See eee eee eee eS 
t Registration Card 
Register NATIONAL RETAIL CREDIT ASSOCIATION and 
1 NATIONAL CONSUMER CREDIT REPORTING CORPORATION 
Now e ‘ Silver Anniversary Convention, June 15, 16, 17, 18, 1937 
: Observing the Silver Anniversary at Spokane, Washington 
(Hotel Davenport ! J, 
is the official { I cavhenesinninhentennia ent oot enrnnnes PP Saencihnanensiitinnioeemenmeneconttiteet 
Convention Name ---.---------------------------------~--------------------------2------2--2-0------ 
Hotel) t RII and cege tht ile. ithe sl HMA a tala nl a eel ia ceil tance dbs Ela a 
Fill out the card ‘ IID gee sscsn inten nie hinteecitnsnttien nate onimniemaesinsibeiieinnannetaatdeteintintsctinimemaintnntiiiinanannitit 
and Mail it Now! ' Will wife accompany you?_......-..--------- RE SO SS ae eee 
* ‘ OE Se ee a ee ee eee eee (single or double room) at $._...__--_- per day 
‘ 
° ? ee I re I in ik es acre ed ekdtine ced cwedctscnastcmepenmia 
. 
Going? | Will arrive (exact date).......----.---------- TE i icin eiiicindsivbiciecusiaten 
Make Your : Registration Fee for Delegates—including Banquet and Entertainment, $10.00. For Wives of Dele- 
r gates, $5.00. 
Plans Now! ! 
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(Fill out and mail to Sam Haddock, care Spokane and Eastern Bank, Spokane, Washington) 
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Credit News Flashes-- 


Personal and Otherwise 


Albany Association Elects 


The Retail Credit Association of Albany, New York, 
a comparatively new organization, held its Third Annual 
Meeting, March 9. A new slate of officers was elected: 
Charles Nelson, Credit Manager, Montgomery Ward 
& Co., President; Cora Marx, Credit Manager, Muhl- 
felder’s, Inc., Vice-President ; Minnie R. Hamblin, owner 
of Leslie’s Albany Credit Bureau, Inc., Secretary; and 
William Colburn, member of the firm of Savard & Col- 
burn, Treasurer. Mr. Colburn was the first president 
of the Association and did a fine job. The membership 
of the Association has doubled since its inception. 


* * * 


Morris Plan Bank Making Loans to Customers 
for Macy Purchases 


The Morris Plan Bank of New York City on April 7 
started a new service called the “Morris Plan Bank Cash 
Purchase Plan.” Primarily, the service is to enable cus- 
tomers to obtain funds for cash purchase of merchandise 
from R. H. Macy & Co. 

In announcing the plan the bank states that “it in no 
way marks a departure from Macy’s traditional cash sales 
policy.” “Under the present plan,” it adds, “R. H. Macy 
& Co., Inc., in no way provides any financial guarantee.” 

Application is made direct to the bank, and upon ap- 
proval, a “Cash Letter” is issued to the customer, who 
signs an agreement to pay the bank in equal monthly 
payments. ‘The customer presents the “Cash Letter” to 
a representative of the bank, located in the store, who 
attends to all details. 

Durable goods are eligible for purchase under the plan, 
the minimum for which a letter is issued being $200, 
except in the purchase of electric refrigerators. 

* * * 
New York Bureau Holds Open House in New 
Quarters 


The Credit Bureau of Greater New York, Inc., held 
“Open House” April 20, in its mew quarters, 55 Fifth 
Avenue. Approximately 650 members were present. 


Employees of the Credit Bureau acted as hosts and host- 
esses to the visitors and conducted them on a tour of in- 
spection, after which refreshments were served. 

* * * 


Schick on Crowley, Milner Board 


E. B. Schick, Treasurer and Assistant Secretary of 
Crowley, Milner & Co., Detroit, was made a member of 
the board of directors of the company at its annual stock- 
holders’ meeting last month. 

The National Office extends its congratulations to Mr. 
Schick, who is a former National Director of the Associa- 
tion. He organized the Detroit Association, following 
the Cleveland Convention in 1917. 

a * * 


Floyd Marshall Heads Own Business 


Floyd E. Marshall, for a number of years Credit Man- 
ager of the Mayo Furniture Company, Tulsa, Okla., is 
now owner and manager of the Employees Loan Com- 
pany, Wewoka, Okla. George Moss is the new Credit 
Manager at the Mayo Furniture Company. 

* * * 


Wisconsin State Association’s Election 


At its annual meeting in Milwaukee April 12 and 13, 
the Wisconsin Retail Credit Association elected the fol- 
lowing officers and directors: 

President, Dale Heywood, Wisconsin Public Service 
Corporation; Vice-Presidents, W. A. Close, Pettibone, 
Peabody Co., Appleton, and E. W. Leopold, Bloch Furni- 
ture Co., Racine; and Secretary-Treasurer, Fred A. Krie- 
ger, Manager, Milwaukee Credit Bureau. 

New directors: V. S. Bond, Madison (retiring presi- 
dent) ; John Kamps, Waukesha; and Clarence Renard, 


Green Bay. 
* * * 


Frank B. Duryea, President and Manager of the Credit 
Bureau of St. Petersburg, Fla., was recently elected Presi- 
dent of the St. Petersburg Rotary Club. He has been an 


active member of the Club since 1926. 
(Continued on page 24.) . 





This Collection Forms Cabinet Given Away 






Write 
for 
Samples 
of these 
3 Collection 
Forms, and 
our Free Cabi- 
net Offer. 





Now our advertising contract expires, so if 
you are not yet convinced, let us send you 
a four-page circular telling all about this 
70-page book priced at $2.25. 


Fifteen Collection Forms included free if you 


THE CREDIT PRESS 
Box 52F, Brighton Station, Rochester, N.Y. 


Your Last Chance 


For a year we have been telling you about 
“How to Collect Installment Accounts,” the 
Collection Manager’s Manual. 





order promptly. 
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The Credit Department as a Business 
Builder 


(Continued from page 4.) 


the question of whether or not to follow them up has 
offered arguments on both sides. The endeavor to reacti- 
vate such accounts can easily be overdone, although in my 
opinion some effort should be made to reclaim sales lost to 
these erstwhile patrons through some grievance, either 
fancied or real. 

I believe that after an account has not been used for 
three or four months, a friendly letter of inquiry as to 
the reason for its inactivity is properly in order. Re- 
sponses will be received to a goodly number of such 
solicitations, but those who ignore them should not be so 
persistently followed up that the practice becomes ob- 
noxious to them. After two or three letters have been 
addressed to this particular group, it would seem well to 
remove their names from your files so far as any further 
attempt at follow-up is concerned. 


In our everyday contact with our customers, let us so 
conduct ourselves as to reflect credit on our fraternity 
and on our organizations. Let the credit department as- 
sume its rightful place alongside the merchandising divi- 
sion as a truly selling function, not alone in the salvag- 
ing of sales that might be jeopardized through mishan- 
dling by the sales force, but in an earnest endeavor to 
build up good will through courteous treatment and effi- 
cient service to all alike. 





Customers prefer Coupon Books 
because they save Shopping Time 
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Every coupon on Allison’s watermarked 
paper for your protection 


It is not necessary to keep customers waiting while 
you “‘keep books” on each item of soft merchandise 
sold on installments—USE ALLISON’S MER- 
CHANDISE COUPON BOOKS and you will 
not only eliminate a lot of detail work but you will 
handle this class of trade with the same speed and 
efficiency as cash customers. 


Complete information cheerfully furnished. 
Write today. 


ALLISON COUPON COMPANY 


Factory and Executive Offices, INDIANAPOLIS, INDIANA 





Letters That 
Cross 


The Editor’s Desk 
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Will you please have forwarded a copy of the March 
issue of The Crepir Wortp to Mr. E. C. Hufham, 
Birmingham Ice & Cold Storage Company, 2124 4th 
Ave., South, Birmingham? 

Mr. Hufham is a member of the local and National 
Associations and before he had finished reading the March 
issue it disappeared and he has been unable to locate it. 
Incidentally, he says that this is one of the best issues he 
has seen, and, in fact, he always enjoys (and profits by) 
reading The Crepir Wor LD each month.—W. V. Tram- 
mell, Secretary, Associated Retail Credit Managers, Bir- 
mingham, Ala. 

* * a 

Our two principal department stores, doing a general 
thirty-day credit business on open account, have made 
such an unusual record for March collections that I have 
obtained their permission to pass this information to you. 

They both do a substantial volume and their March 
collection percentages are 72.3 per cent and 71.4 per cent 
respectively. I believe this is almost a record and neither 
of the stores has made any special drive for collections.— 
F. B. Duryea, Secretary, Associated Retail Credit Grant- 
ors, St. Petersburg, Fla. 

. 2 * 

The Directors of the Retail Credit Granters of New 
England (District One of the National) have recom- 
mended that $1.00 of each registration fee of our Annual 
Conference be turned over to the Treasurer of the Dis- 
trict so that this District can send its National Director to 
the National Convention. 

This income will be collected for the first time at our 
meeting on May 10 and 11, at Burlington, Vermont, and 
we hope that Mr. Fred R. Cooksey will be able to at- 
tend the Spokane Convention.—Marshall W. Hunt, 
Secretary-T reasurer, First District, N. R. C. A., Lynn, 
Mass. 

- * . 

In the April issue of The Crepir Wor tp, I noticed 
a very fine article by Dr. Harkness on “The Doctor’s 
Credit Problems.” Would it be possible for us to get 
thirty of the April issue so that we could send them to 
the doctors here?—George W. Pyott, Jr., Manager, 
Neenah-Menasha Credit Bureau, Menasha, Wis. 


* + * 


I feel very much pleased because the Thirteenth Dis- 
trict Conference was such a success. What pleased me 
most was the splendid attendance at the meeting Tues- 
day morning. Right from the very time the meeting was 
called to order, the room was crowded—and they stayed 
until the end. 

Very seldom have I seen so much interest shown in the 
group meetings. There were 70 people present in the De- 
partment Store Group meeting Monday afternoon and 
they did not “come and go.” They stayed! The same 
was true of all the group meetings. From all sides, I 
heard expressions such as this: “Well, this is one of the 
most pleasant and instructive Conferences that I have 
ever attended.”—Aug. C. Wehl, Gimbel Brothers, Mil- 
waukee; Retiring President, Thirteenth District, N. R. 
C. A. 
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AS your firm answered the “Call of the Wild”? 

Is it one of those that has climbed on the band 

wagon and is jogging along to the tune of long- 

term credit? Has it said that it will not be outdone by 
the “Jones Family”? 

Perhaps you will hesitate to answer, but, if your firm 
is not guilty of these practices, it is doubtless conspicuous 
by their absence. 

Everywhere you hear it said: “We believe this wild 
orgy of long-term credit is all wrong but we must step in 
line if we are to survive.” Some may awaken to find 
that “stepping in line” has caused their downfall! 

Why do men launch business enterprises? Is it not in 
the hope of making a profit? Of course it is. While 
sales are necessary to profits, it does not follow that sales 
will result in profits. There are always expenses with 
which to reckon. 

When we lengthen our terms, thereby lowering the 
monthly payments, it is admitted that we temporarily in- 
crease buying power. It is only temporary, because soon 
we must pay the piper. When next year’s sales begin to 
drop we must remember the cause: That part of this buy- 
ing power is needed to meet the demands of last year’s 
spending “spree.” In the final analysis, have we really 
gained anything ? 

What happens when, for example, a furniture firm that 
has formerly sold on 12-month terms decides to extend 
them to 24 months? Immediately a transition begins 
which will require 2 years to complete. At first it may 
appear that the change is going to prove a successful one. 
Even if it does, it is certainly no indication that all fur- 
niture firms may do the same thing with equal results. 

In the transition from 12- to 24-month terms the busi- 
ness will have to surmount an obstacle that may prove 
impossible. After this obstacle has been passed, the 
monthly collections will be sufficient to carry the monthly 
sales. In each month prior to this time, the monthly cash 
demands will exceed the maximum collections. Js the 
cash position of the firm such as to meet these demands? 
Perhaps this firm is able to but, certainly, most firms 
are not. 

How are these funds to be obtained? Is it possible to 
get them from the sale of bonds, or is it possible and 
advisable to procure them from the sale of stock? 

Each business must face its own problem. You would 
not say that, because Jesse Owens has the ability to run 
100 yards in considerably less than 10 seconds, all colored 
boys have this same ability. Neither can we say that, 
since one furniture store has been able to extend 24-month 
terms successfully, all can do the same. 

The real truth of the matter of long-term credit today 
is that most firms have plunged headlong into a swirling 
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Can You “Make the Grade” 
In the Credit Scramble? 


By LAWRENCE H. BIRRELL, C.P.A. 


Assistant Credit Manager, Hale Bros. Inc., San Francisco, Calif. 


pool without considering whether or not they have the 
ability to swim out. 

You and I will now see just what happens, in actual 
figures, when a moderate-sized firm, doing an average 
monthly charge business of $10,000 under terms of 12 
months, decides to extend 24 months’ time. It is assumed 
that it earns an average net profit of 5 per cent. 

Under perfect collection conditions we can expect to 
find an average of $65,000 in receivables increased to 
approximately $125,000—an increase of $60,000. This 
assumes that sales have remained the same. If they in- 
crease, we must expect an even greater increase in re- 
ceivables. 

During the transition period the demands will exceed 
the available cash from new collections by approximately 
$113,000. Assuming that all of the old receivables prove 
collectible, we will have some $65,000 of the $113,000. 
But where is the additional $48,000 to be obtained? 
Without it they will be lost. It may be utterly impos- 
sible to obtain it by bonded indebtedness or from the 
sale of stock. 

You may ask: “What about receipts from cash sales?” 
Doubtless, this source should supply some funds. It does, 
but cash sales involve expenses the same as charge sales, 
even though they may be less by some 3 per cent or 4 per 
cent. Do not count too much on this source, because 
often we find that cash sales decrease when terms are 
lengthened. And so you see the problem. 

There is a formula that applies to the above problem. 
It will interest you because of its ease of - application. 
Many of you will readily see why it works as it does. 
Some of you will say, “If it works it’s good enough for 
me.”’ Many of the most simple mathematical results are 








Author’s Note: 


Since writing this article the March issue of 
“Credit World” has been received, which in- 
dicates that the thoughts contained herein are 
expressed in a most able fashion by Mr. James 
G. McBride, Comptroller of George Innes Com- 
pany, Wichita, Kansas, in his article, “Practical 
Methods for Profitable Credit.” Perhaps there 
is at least one more practical idea that may 
prove helpful to the credit fraternity.—L.H.B. 
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the hardest to explain. Can you give any better reason 
why two and two are four than that they add up to 
four? Webster defines four as twice two. But here is 
the formula: 

Have you a pencil and paper? We will first let “V” 
represent the average monthly charge sales. “E” will 
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represent the average monthly expenses (including the 
cost of goods sold). “N” will represent the number of 
nonths in our credit terms. “CR” will represent the 
capital requirement and the formula is as follows: 


avs ne Si) 


Let us now apply it to the previous example in which 
volume was $10,000, expenses $9,500, and terms 24 
months. 


CR = 10,000 + 24 x 9,500 - 


CR = 10,000 + 22,800 — 125,000 
CR = 113,000 
Let us go a little farther and assume the example of 
the firm that would like to know what volume it would 
be possible for them to finance in a branch store on 
$10,000. This firm anticipates extending credit on the 
presently popular 30-, 60-, 90-day, or 3-month plan, and 
expenses (including cost of goods sold) are expected to 
be 95 per cent. 
By formula we have: 


10,000(24 + 1) 


| 


si 

cea vene-—t" 

10,000 —V+NR-2 =f 4) 
V(3 +1) 


10,000 = V + 3(.95V) - 


10,000 = V + 2.85V -2v 
10,000 = 1.85V 
5404 = V, or monthly sales that can be financed. 

Remember: When Colonel Lindbergh decided to cross 
the Atlantic he did not hop in his plane and give it the 
gas. He knew tat he had a given distance to travel. He 
knew, too, that it required a known quantity of gas per 
mile. From this, he planned his trip in advance, knowing 
that unless the unusual happened his chances for success 
were good. 

As credit men you owe it to the firms whose finances 
you control to plan before you plunge. If you do so in- 
telligently and still feel that you should join the ranks of 
those who have answered the “Call of the Wild” in 
terms, you will know what to expect. Whether or not 
you live to regret your decision is another story. 
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Join the Silver Jubilee Club now and become a charter 
member. Sterling silver emblem button free to each quali- 
fying member. Last chance! See details on page 27. 








“Gold” Emblem Stickers ;~~~--~~-~; 
MEMBER 


For Your Letters and Statements 


Printed in royal blue on special 
“gold” gummed paper. Actual size 
is shown by dotted lines. Price, 
$2.00 per thousand, postpaid. 

NATIONAL RETAIL 

CREDIT ASSOCIATION 


1218 Olive St. St. Louis, Mo. ------------------- 





National Retail 
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Achieving a Carrying Charge Policy 


(Continued from page 7.) 


Should the Twelfth District adopt a carrying charge 
plan now, the advertising, through many months, of carry- 
ing charges by a unit of the administration of the United 
States Government would make carrying charges on ex- 
tended credit terms, and monthly accounts, acceptable to 
the consumer because of its conformity with a Govern- 
ment idea of a standard carrying charge. Also, it would 
assist retail merchants having extended payment accounts, 
of any kind, to better carry such accounts, because a sys- 
tem of carrying charges on that basis is better merchandis- 
ing, from a retail credit men’s viewpoint, than that of 
charging 6 per cent on a declining basis. The former 
method, or the 14 of 1 per cent per month plan, enables 
an interviewer to define the carrying charge in a manner 
that permits the consumer to keep his terms within such 
period that it affords him an opportunity to save carrying 
charges on what would otherwise be excess months, secur- 
able through competition in terms. 

Thus, the customer is taught to save by paying in less 
time—and the merchant has a quicker turnover. 

Excess long-term credit is a blight on prosperity! It 
puts barnacles on the ship of success and eats holes in the 
safe of profits! In all plans of carrying charges, there 
should be a minimum of not less than twenty-five cents, 
and a minimum down payment. 

The adoption of a uniform carrying charge policy in 
the Twelfth District, which might even include reason- 
able maximum terms, would greatly reduce competition 
in terms. It is imperative that something be done to stop 
the constantly increasing flood of long-term installment 
credit; and it should be done on a basis to maintain an 
economic equilibrium necessary to business normalcy or 
an improvement over normalcy. 

COMPETITION IN TERMS can be eliminated in any town 
or city of the Twelfth District through the medium of 
the Community Credit Policy, an idea that originated in, 
and has been developed through, the National Retail 
Credit Association; and “don’t let anyone tell you dif- 
ferently,” the National Association ‘‘planned it that way,” 
even if others claim the credit for the idea of Community 
Credit Policies for retail merchants and credit men. 

THE TWO ORGANIZATIONS that began and built up the 
original principles of cooperation in business were the Na- 
tional Association of Credit Men and the National Retail 


Credit Association. Credit men led the way in business 


cooperation. Others followed and stole the golden egg 
of originality! 

Any good student of mercantile history knows that the 
credit men of those two associations preached and prac- 
ticed credit cooperation when other executives considered 
cooperation an infringement on business ethics and con- 
trary to the so-called natural laws of business competition. 

For the Twelfth District of the National Retail Credit 
Association, the ideal carrying charge program would be 
to have a uniform policy in every city and town—a policy 
that should conform with those of half a hundred large 
cities, including Cleveland, Detroit and Minneapolis, 
which have such policies—policies that were developed 
through contact and advice from the National Retail 
Credit Association. 

(Continued on page 27.) 





“Stop and Go” Stickers 


(Credit Traffic Signals) 


Serve Every Purpose! 


Use with your daily sales slips, statements, and credit department letters. Save 
correspondents’ time. Put your message over with a punch by using ‘‘color—fiash.’’ 


patrosage. We want you to coatiaue as a valued 
customer. 


We will do our best to please you. 
WE ALWAYS WANT YOUR BUSINESS 


ALWAYS HEED 
CREDIT TRAFFIC SIGNALS 





Corrmantes 1906 @ ES SnarEe onane 


“Go” Stickers 


(Nos. 1-5-6): Express your apprecia- 
tion to your most valued and often neg- 
lected customers—those who pay 
promptly. Make the customers feel, 
‘That store is different—not indiffer- 
ent.”’ A word of thanks now may save 
you many customers later. (No. 1 shown 
at left.) 


“Caution”’ 


(Nos. 2-7-8): Visual warnings elimi- 
nate the ‘‘on-account’’ manner of pay- 
ment and prevent pyramiding. This 
signal group has proved very effective 
in actual collecting and will cut your 


Your check book is the switch con- 
trolling your signal flashes. You are 
— — Change your light to 


Credit is a VALUABLE ASSET. 





collection effort and expense. 


shown at right.) 


We note with alarm that you have 
not been using your account in any 
manner. Have we displeased you? 
Won't you allow us to make things 
right if we are in the wrong? 
We hate to lose your business. 


ALWAYS HEED 
CREDIT TRAFFIC SIGNALS 





COrverearen (924 & 5 SHAPER Guana 


(No. 8 ALWAYS HEED 
, CREDIT TRAFFIC SIGNALS 





Others 


INACTIVE (No. 4): Use with ‘‘no 
balance’’ statements or to illustrate pro- 
motional letters. (Shown at left.) 


STOP (No. 3): For accounts placed 
on a cash basis. Encourages continued 
patronage es well as payment on the 
account. (Not shown.) 


(All Stickers are actual size as shown and copy- 
righted by W. 8. Shafer, Omaha, Neb. Packed 
in boxes of 100, 


PRINTED IN COLORS! 
See reproductions—in exact colors— 
on back cover of the March Crepir 
WORLD. 


(Order Now! Use them—And Watch Results!) 


Price, $5.45 per 1000 Assorted—Plus Postage. (Special 
Quantity Prices.) Order from Your Credit Bureau or— 


NATIONAL RETAIL CREDIT ASSOCIATION 


1218 OLIVE STREET 
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SAINT LOUIS, MO. 


¢* ¢ Credit 


(Continued from page 20.) 


Wildes New Donaldson 
Credit Head 


C. A. Wildes has resigned as 
Credit Manager of the Standard 
Clothing Co., Minneapolis, to be- 
come Credit Manager of the L. S. 
Donaldson Co., of that city. He 
succeeds the late Nicholas H. Bof- 
ferding, whose death was noted in 
our April issue. 

- * * 


Nashville Honors Poindexter 


Nashville’s “Poindexter Night,” 
April 15, was reported as very suc- 
cessful, with over 200 in attend- 
ance. General Manager-Treasurer 
Crowder was present. 

* 7 * 


Death of Mrs. Dixon 


With regret, we record the pass- 
ing of Mrs. Uel Dixon, Secretary- 
Treasurer of Lucy Drage, Inc., 
Kansas City, and a charter mem- 
ber of the Credit Women’s Break- 
fast Club of Kansas City. She had 
been particularly active in the 
formation of the Kansas City club, 
which is comparatively new, and 
her passing will be felt very keenly 
by its members. 

* * * 


Newark Credit Women 
Organize 

The Credit Women’s Breakfast 
Club of Newark, N. J., held its 
first monthly breakfast meeting 
April 28, with 34 members present. 
Officers and directors of the new 
club are: 

‘President, Miss Harriet Klein- 
berg, L. Bamberger & Co.; Vice- 
President, Miss Margaret Coen, 
Kresge Dept. Store; Secretary, 
Miss Mary Capettini, Retail Mer- 
chants Credit Bureau, Inc. 

Directors: Mrs. I. K. Terhune; 
Miss Alva Brown; Mrs. Margaret 
Godley ; Miss Mae Maslow; Miss 
S. Bressman; and Miss Anna 
Price. 

+ © - 
Address of V. C. Browning 
Wanted by Member 


One of our members is very an- 
xious to secure the address of V. 
C. Browning, owner and exhibi- 
tor of the trained dog, “Rinlo” 
which performs in department 
stores to attract traffic. 

H. Choate & Company, Win- 
ona, Minn., would like to com- 
municate with him and would ap- 
preciate any information. 
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Flashes .. . 


Positions Wanted 


Crepir MaAnacer—Now in 
full charge sales promotion and 
personnel departments, with full 
supervision of credits, in firm with 
volume of several millions. Fifteen 
years with present firm. Age 37; 
married ; legal education. Address 
Box 51, Creprr Wor .p. 

= 


OrricE MANAGER-ACCOUNT- 
ANT—Varied experience: Ac- 
countant and office manager large 
implement firm 21% years; 2 years 
asst. cashier, small bank ; 444 years 
accountant, utility group; 5 years 
public accounting and auditing 
with C. P. A. Middle-aged, mar- 
ried. Good character and refer- 
ences. Capable handling credits 
and collections. Address Box 52, 
Crepir Wor p. 

* * * 


Crepir MANacEer—Age 40, 
married; university training; pre- 
fer St. Louis or vicinity. Sixteen 
years’ credit experience in retail 
and wholesale field. Address Box 
53, Crepir Wor tp. 

* . * 
New Breakfast Club 
In Tulsa 


Tulsa, Okla., in March, organ- 
ized the Tulsa Credit Women’s 
Breakfast Club, with 98 charter 
members. Mrs. Anita King, of 
the Credit Exchange of Tulsa, was 
elected President. 





Mrs. Anita King 


Other officers elected were Gar- 
net McMahon, Morris Plan Co., 
Vice-President; Lorraine Barnes, 
Sears, Roebuck & Co., Secretary ; 
and Margaret Mayo, Interstate 
Securities Co., Treasurer. 

Directors: Nell Cravens; Mary 
Sonday; Mada Thomas; and 
Marie Whitlach. 

The Club will be represented 
at the Spokane Convention. 
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A. 
AGF STEELDESKISA 
LIFELONG INVESTMENT 
in SUCCESS --- 





Even if you figured the cost of a new GF Steel desk 
and Aluminum office chair over a one-year period, the 


prestige it would give your office would not come too 
high. 


But GF Steel desks will last your entire business life. 
They do not warp or sag. The tough finish can be 
waxed and polished, the Velvoleum top washed in- 
numerable times with water and soap. 


A GF Steel desk helps you make the most of your 
ability and your time. 















































Metal Desks, Aluminum Chairs, Filing Cabinets, 
Card Index Files, Book Shelving, Storage Cabinets 


THE GENERAL FIREPROOFING COMPANY 


Youngstown, Ohio 


(GE) 
METAL BUSINESS EQUIPMENT 
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See California-- 


And Santa Barbara! 


By C. W. REMELE 


Secretary-Manager, The Credit Bureau of 
Santa Barbara, California 


F VISITORS to the Spokane Convention in June 

wish to add to the enjoyment of their trip, they will 

be wise to arrange their return trip through Cali- 
fornia, with a stop-over in Santa Barbara, that little com- 
munity edging the Pacific which unquestionably is one of 
the world’s most attractive resorts. 

With a range of towering mountains as a background, 
Santa Barbara is compelling in its scenic charm. A har- 
monious style of architecture, taking its cue from the early 
California or Spanish period, enhances the peaceful, old- 
world atmosphere. 

There are many points. of sight-seeing interest. The 
Old Franciscan Mission, founded in 1786, a distinguished 
landmark, is the objective of thousands of tourists each 
year. Another high light of much interest is the County 
Courthouse, said by many to be the most attractive struc- 
ture of its kind on the North American continent. 

Santa Barbara’s “Street in Spain,” with its artistic 
shops, studios, and famous courtyard restaurant, is de- 
lightful. Here, every day, one sees celebrities from all 
parts of the globe, for sooner or later, it seems, every 
traveler of note visits this city by the sea. 


Motoring through the residential districts of near-by 
Montecito and Hope Ranch, with their lovely gardens and 
estates, provides an idea at least of the charm of this part 
of the country. Another scenic drive offering hundred- 
mile views of breath-taking grandeur is that along the 
newly constructed Camino Cielo, or “Skyline Boulevard,” 
to la Cumbre Peak (elevation 3,985 feet). 





On the Beach at Santa Barbara. 
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To the Eastern visitor particularly, a visit to Santa 
Barbara is a delightful experience. As one writer has 
aptly expressed it, “Santa Barbara is California at its 
best.” 


“Der 
Credit and Collection Problems of the 
Medical Profession 


(Continued from page 15.) 


When I have the time, I really, “honest-to-goodness” 
study the various articles and wonder, “Can that be of 
any benefit in my line of business?” You may be sur- 
prised to learn that, in many instances, a part of a sen- 
tence in an article in The Crepir Wor tp can be used in 
professional work to advantage. 

In other words, it is just common horse sense and can 
be applied to ’most any kind of business. I have derived 
an inestimable amount of good from my membership 
with the local Retail Credit Association, which gives me 
an automatic membership with the National Retail Credit 
Association and a subscription to The Crepir Wor -p, 
from which I have obtained so much information and 
pleasure. 

I have found, by investigation, that very few profes- 
sional people ever think of membership in the Credit Bu- 
reau or Association. They never stop to think that they 
could get real, tangible benefit from an organization of 
this kind. 

My aim, which I hope to see carried out first in my 
own city and later in the nation, is a “Professional Credit 
’ It is my idea, as you may have guessed, 
that every doctor should become a member of his local 
credit bureau. It is now called “The Retail Credit Bu- 
reau.” I think in time that the title may be changed to 
“The Credit Bureau” which will incorporate all lines of 
credit. 

My local bureau has planned a special file which I 
understand several large eastern and western cities have 
tried and found to be successful, for the professional prac- 
tice only. In other words, each doctor when he becomes 
a member will give the bureau a 
list of his outstanding accounts, age 
of ‘the accounts, average payment 
made, and the frequency of pay- 
ments. Also, a list of accounts which 
are OUT for collection. Finally, at 
the end of each month, a list of all 
new accounts stating whether they 
paid cash or made a charge for serv- 
ices rendered. 

This will make more work for the 
office force, but will in time benefit 
the office finances. (This informa- 
tion can be furnished on a form 
similar to the N. R. C. A. Form 
721.) 

When a new patient comes into a 
doctor’s office, he can call the bureau 
and obtain the information on how 
the patient has paid his previous 
doctor’s bills and be sure that unless 
he puts forth some effort, his bill 
will not be paid any better than 
those of the unpaid doctor or doctors 


' . , 
Consciousness. 
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that patient has called on before. For a doctor who re- 
quires his patients to make appointments in advance, it 
will be a very easy matter to obtain this information de- 
fore the patient reaches the office. 

In conclusion, I wish to say that the retailer has a big 
problem in operating his business with poor credit, but 
no more than that of the doctor with his very expensive 
education, operating costs and necessary high standard of 
living, with the present method of credit. I want to urge 
that each and every doctor wake up and get his just dues 
—emphatically due him after years of struggle to get the 
knowledge he must have, and to make up for all the 
charity he must do “in the battle that is called Life.” 


Two Typical Letters 





Dear Mrs. 


We are making an audit of our books in order to close 
all past due accounts. 

Your account, in the amount of $____, has been out- 
standing for more than six months and, for this reason, 
you are requested to let us have your remittance within 
the next ten days to cover this amount. 

A self-addressed envelope which requires no postage is 
enclosed. 

Very truly yours, 
Office Manager. 


Dear Mrs. 


We regret very much that you have not favored us with 
replies to our former letters. This failure to reply leads 
us to believe that you do not intend to pay your account. 





It is our desire to cooperate with our patients as much 
as possible in regard to their accounts; and we dislike 
very much reporting poor credit, on anyone, to the Nash- 
ville Retail Credit Bureau. But since we have not had 
your cooperation in this matter, you are informed that 
unless we receive payment of your account within the 
next five days, it will be given our Collection Bureau for 
further action. This, of course, will become a part of 
your credit record at the Credit Bureau and we trust that 
you will not force us to take this step. 

Very truly yours, 
Office Manager. 
Der 


Achieving a Carrying Charge Policy 
(Continued from page 23.) 


IT Is POSSIBLE for the Twelfth District to secure the 
adoption of a uniform policy of carrying charges on over- 
due monthly charge accounts, as well as on extended pay- 
nient sales, provided the National Headquarters of the 
National Retail Credit Association will assist the District 
with persistent perseverance during 1937—even to the 
extent of representative presentation of a definite policy. 
And invaluable assistance can be given to a program of 
this kind by the managers of the retail credit reporting 
bureaus of the District. 

“Der 


Join the Silver Jubilee Club now and become a charter 
member. Sterling silver emblem button free to each quali- 
fying member. See complete details in next column. 
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LAST CHANCE! 


The N.R.C. A. 


Silver Jubilee 
Club 


Sterling Shown 
Silver Actual 
Emblem Size 





: ‘O COMMEMORATE our Silver Jubilee 

Year, the Silver Jubilee Club of the National 

Retail Credit Association was formed. As 
we announced in March, every member securing a 
new, regular National member will automatically 
become a charter member of the Silver Jubilee Club 
and receive a sterling silver lapel button or pin (as 
shown above). 

Credit department personnel and credit bureau 
personnel are also eligible to membership in the 
Club if they qualify as directed above and if their 
firms are National members. 

The first meeting of the Club will be held in 
Spokane, Washington (at the Silver Jubilee Con- 
vention). Each following year, the annual meet- 
ing will be held in conjunction with the National 
Convention. 

The members securing the greatest number of 
members will automatically become—in order shown 
—according to number of members secured : 

1. President; 2. First Vice-President; 3. Second 
Vice-President; 4. Secretary-Treasurer; 5. Eight 
Directors-at-Large under this class; and (6) 13 
District Directors. (The member reporting the 
greatest number of new members from each district 
will be the Director representing that District.) 

Past Presidents and charter members of N. R. 
C. A. will be honorary members of the Silver 
Jubilee Club. 

(In subsequent years, officers and directors will 
be elected by ballot.) 

This is a closed membership club, distinctive, ex- 
clusive, something to be proud of as years go by. 

Join now—membership rolls close forever Mid- 


night, May 20, 1937! 











News of the District Conferences 


UR schedule of District Conferences for the cur- 
rent fiscal year is fast drawing to a close. One— 
the Thirteenth—was held in April and only two 


remain—those of the First and Eighth Districts, which 
will be held this month. 


Thirteenth District Conference 


The Thirteenth District (Illinois, Indiana, and Wis- 
consin) held its Annual Conference at the Hotel 
Schroeder, Milwaukee, Wis., April 12 and 13—in con- 
junction with the annual meeting of the Wisconsin Re- 
tail Credit Association. Attendance was above the 300 
mark and the program was a practical one—instructive 
and informative. General Manager-Treasurer Crowder 
was guest speaker on the first day’s program. 


Aug. C. Wehl, President of the District, opened the 
Conference with these “keynote” remarks: 


No man is sufficient unto himself. We are living to- 
day in an era of complex and unusual economic problems. 
Cooperation is a necessity in the solution of our individual 
problems. That is why it is more important than ever 
that we gather around the conference table and exchange 
ideas. 

We hear a lot today about credit men being more 
sales-minded and taking greater advantage of the credit 
potentialities of our business. The average credit man 
knows that his future depends on the future of his busi- 
ness. Evidence is all around us that he is adjusting him- 
self to meet changing conditions. 

This is the day of credit! The trend is very definitely 
in the direction of a constantly increasing credit volume 
at the expense of cash business. This is bound to present 
new problems for the retailer. The question that all 
credit men must face and, after all is said and done, ours 
will be the ultimate responsibility, is—‘‘How far can we 
go, or how far should we go?” 

There are being presented, some of the strangest plans ; 
and there possibly will be presented, some of the strangest 
demands in the handling of “consumer credit business’ — 
and we must be prepared to be either for or against them. 
There will be many demands to which we will accede— 
because that is all that we can do—but we must be pre- 
pared to warn our employers and explain our objections. 

Through close contact and cooperation with fellow 
credit men, you will be able to develop ideas, and success- 
fully solve everyday problems. If you do not do this— 
if you confine yourself to your own little circle and “stay 
in a hole,” this growing process will overwhelm you. 

We have been going through a readjustment period 
from which business has emerged with much confidence 
and optimism. Retail credit has survived the storms of 
past years because of the men and women behind the lines. 
But, because credit losses were held to a minimum is no 
reason why merchants should assume that merchandise in 
accounts receivable will always be a greater asset than 
merchandise on the shelves. 

Losses were comparatively small because credit was ex- 
tended on a sound basis. Where credit was carelessly 
extended, losses were large, and, in many cases, caused 
collapse. 

And, so we of the National Retail Credit Association, 
and we of the Wisconsin Retail Credit Association, are 
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gathered here in Milwaukee to learn something from one 
another—to listen to each other’s problems, and, if pos- 
sible, offer suggestions and solutions—to learn to know 
one another better. This is clearly expressed in the Dis- 
trict Constitution and By-Laws under Paragraph 3: 

“To unite fraternally, for mutual benefit, protection 
and improvement of credit granting and credit-granting 
conditions, all those engaged in credit granting.” 


The District elected the following officers and directors: 
President, Ford R. Larrabee, Ball Stores, Inc., Muncie, 
Ind. ; Vice-President, L. E. Gillhouse, Halbach-Schroeder 
Co., Quincy, IIl.; Secretary-Treasurer, Mrs. Verne Zim- 
mermann, The Ellsworth Store, South Bend, Ind.; Na- 
tional Director, Erwin Kant, Ed. Schuster & Co., Inc., 
Milwaukee, Wis.; and alternate, John D. Kemper, 
Mandel Brothers, Chicago. 

Directors: J. W. Waterfall, Fort Wayne, Ind.; K. M. 
Haugen, Appleton, Wis.; Aug. C. Wehl, Milwaukee, 
Wis. (retiring president); R. B. Stokes, Indianapolis, 
Ind.; Wm. H. Springer, Chicago; and E. C. Angelo, 
Springfield, Ill. 

South Bend, Ind., was chosen as the meeting place for 
the next Conference. The Conference went on record 
as favoring early enactment of H.R. 1981, the “Chandler 
Bill,” to amend the Bankruptcy Act by providing for the 
authorization of amortization of debts of wage earners. 


“Cr 
Conferences This Month 


First District—at Burlington, Vt. 


The First District (Connecticut, Maine, Massachu- 
setts, New Hampshire, Rhode Island, Vermont, and Que- 
bec) will hold its Annual Conference at the Hotel Ver- 
mont, Burlington, Vt., May 10 and 11. An excellent 
program has been arranged and a large attendance is 
anticipated by R. R. M¢Nall, G. S. Blodgett Co., Bur- 
lington, Chairman of the General Conference Committee. 


* aa * 
Eighth District—at Houston, Texas 


The EicutH District (Texas) will hold its Annual 
Conference at the Rice Hotel, Houston, May 10, 11, 
and 12. This will be a joint meeting with the Associated 
Retail Credit Men of Texas, the Retail Merchants As- 
sociation of Texas, and the Texas Retail Credit Bureaus, 
Inc. 

An outstanding program has been arranged, not only 
for the general sessions but also for the group meetings. 

“Der 


Uffman New Credit Head at Wolff’s 


Friends of Elmer A. Uffman, for many years with the 
N. R. C. A., and subsequently Treasurer of the N. C. C. 
R. C., will be pleased to learn of his appointment as 
Manager of Credit Sales of Wolff’s, one of the leading 
men’s stores of St. Louis. A new note in retail advertis- 
ing: the store ran his photograph in a newspaper adver- 
tisement announcing his appointment. 
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Last Call--In Membership Drive! 


HE membership drive for the current fiscal year 
closes May 31 and a complete report of the results 
will be published in the June issue. Some cities, 
states and districts may find themselves “embarrassed” 
by the final figures unless they “come to life” during the 
remaining few weeks! 


Remember, the drive closes at midnight, May 31. 


“Silver Dollar’? Offer Ends May 15 


The offer of a silver dollar to members of the Silver 
Jubilee Club for each new National member reported 
expires midnight, May 15. There are still a few days 
remaining in which to take advantage of this offer and 
any member is eligible. All that is necessary is to (if 
you are not already a Silver Jubilee Club member) send 
in one new National member. That will automatically 
make you a Silver Jubilee member and entitle you to a 
sterling silver membership button. 

Then—go out and get some more members and have 
their applications in the mail so that they will be post- 
marked not later than midnight, May 15. As announced 
in the April issue, a silver dollar for each new member 
secured will be presented at the Convention—or expressed 
to you by the National Office if you don’t attend the Con- 
vention. 

If you are pressed for time, you may report your first 
member (to qualify for the Club) at the same time you 
report additional members secured. 

7 * . . . 


Silver Jubilee Club Closes May 20 


Because we find, in discussing the matter at local 
meetings, that many members do not understand the 
significance of membership in the Silver Jubilee Club, we 
wish to impress upon all members that this, in the future, 
will carry the same distinction as does a charter mem- 
bership in the National Association today! For, it isn’t 
something that you can obtain any time—next year or the 
next! 

It’s now or never! Unless you qualify by May 20, you 
can never qualify, because then the rolls will be closed 
for all time! That’s why, as years roll on, membership 
in the Silver Jubilee Club, and attendance at its annual 
meetings at the National Conventions, will carry an added 
distinction. 

Complete details of the formation of the Club are 
given in the announcement on page 27. Read it—then 
act! Use the membership blank in the lower right-hand 
corner of this page and—get your member now! 

(And, if you need more application blanks, write the 
National Office at once.) 

* * * * * 


News From the Firing Line 


Nashville, Tenn., which recently achieved the proud 
distinction of having the largest local association in the 
South, sent in 12 more new members during April, al- 
though they had already doubled their quota! 

* * * 7: * 

Mrs. Helen Ruffin, Assistant Secretary of the Memphis 

Retail Credit Association, reports that they have enrolled 
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71 new members to date and will make their quota of 100 
by May 31. 


ad * * * * 


Mr. C. E. Moorman, Secretary of the Retail Credit 
Men’s Association of Jacksonville, Fla., writes: 

“T have been endeavoring to stimulate interest here, 
among the present National members, urging them to 
each obtain at least one new member in order to qualify 
for membership in the Silver Jubilee Club. We are mak- 
ing some headway and I believe we will obtain 15 or 20 
new members. 

“Mr. K. W. Chastian, Credit Manager of Cable 
Piano Company, has been appointed Membership Chair- 
man for Jacksonville and he is forming a committee and 
making definite plans for an aggressive drive for new 
members. 

“We have sufficient money in our Convention Fund to 
pay the round-trip railroad and Pullman fare for four 
delegates to the Spokane Convention.” 


* * * * * 


Pensacola, Fla., at its meeting April 28, voted to form 
a National Unit. Officers and directors will be installed 
at the next meeting (to be held within two weeks). 


. * * * * 


Salem, Ore., during the past month, reported 41 new 
members. Others were: 

Muncie, Ind., 17; Spokane, Wash., and San Antonio, 
Texas, 13 each; Portland, Ore., and Eau Claire, Wis., 12 
each; Akron, Ohio, and Denver, Colo., 9 each; and 
Corpus Christi, Texas, 8. 


* * * 


And, last but not least, as we were going to press we 
received notice from Sidney Marks that Chattanooga, 
Tenn., was sending in 24 additional members! 


Membership Blank 
National Retail Credit Association 
1218 Olive St., St. Louis, Mo. 


I hereby apply for one year’s membership in your 
Association, subject to acceptance by you and by 
your recognized unit in this locality. I enclose $5.00 
which I understand entitles me to all the privileges 
of membership, including a year’s subscription to 
“The Credit World.” 


NE TI os dacccecdccewedocvarevedcese 
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Convention Special Train 


Now Definitely Scheduled 


O MUCH interest has been shown in the Spokane 
Convention of the National Retail Credit Associa- 
tion, the Silver Anniversary meeting, and so many 

have already indicated their desire to cooperate for the 
operation of a “Convention Special” train this summer, 
that definite arrangements have been made for a “Spe- 
cial” to consist of air-conditioned standard Pullman cars, 
a tourist sleeper carrying about half standard Pullman 
rates, and an air-conditioned diner and observation car 
to leave St. Paul Saturday, June 12, operating through 
to Spokane, the Convention City, on the Northern Pacific. 

There will be connecting Pullmans from Chicago, leav- 
ing Chicago Friday night, June 11, on the Burlington 
Route, from new Union Station, 11:00 p.M., as well as 
connecting Pullmans from Memphis, St. Louis, Des 
Moines, Kansas City, and possibly some other cities. All 
will be consolidated into the official National Retail 
Credit Association’s “Convention Special” train, which 
will leave St. Paul, Saturday, June 12, on the Northern 
Pacific, at 8:35 A.M. 

The pleasures and good fellowship of a “Convention 
Special” train should help to add to the Convention at- 
tendance. 

The printed itinerary shows departure one day later 
than the above dates and the change of date has been made 
because so many members have expressed a desire to ar- 
rive in Spokane, the Convention City, not later than the 
morning of Monday, June 14. Others have expressed 
a wish to do some sight-seeing (en route) in the North- 
west, and to accommodate the views of the majority, L. S. 
Crowder, General Manager-Treasurer of the Association, 





made arrangements for the Special to operate from St. 
Paul one day earlier than the published itinerary. 

An outstanding sight-seeing trip has been arranged in 
the Rocky Mountains, over the new Red Lodge High 
Road, the West’s newest thriller, where a ride on top of 
the Rocky Mountains, above the clouds, for many miles 
will be taken by motor car south of Billings, Montana, 
on Sunday, June 13. This trip costs $3.50, plus lunch- 
eon—and a mountaineers’ flapjack luncheon, in typical 
Western style, has been arranged. 

There is nothing like this “High Road” trip in the 
Rockies! Other roads go over Divides and Mountain 
Passes, but none have ever been built on top of the moun- 
tains, from ridge to ridge and peak to peak. From no 
vantage point can such a vast view be obtained as on this 
new Rocky Mountain High Road, and the Convention 
Special party of the National Retail Credit Association 
will be the first national organization party to go over the 
new High Road. Our delegation will dedicate the trip 
to the American Tourist. 





For reservations on the Convention Special, communi- 
cation should be addressed to L. S$. Crowder, National 
Headquarters, 1218 Olive Street, St. Louis, Mo. 

DE" 

(Epitor’s Nore: Members are warned that, to be as- 
sured of reservations on our Special Train, their reserva- 
tions should be made without delay. Reservations are 
coming in daily and those who wait until the last minute 
are liable to be disappointed. And this applies also to 
hotel reservations at Spokane. To be sure of obtaining 
proper accommodations, fill in the reservation blank on 
page 19 arid mail it now.) 


“Mae West’ Curve on the New Red Lodge High Road. 
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Horse and Buggy Days Are Gone, 
But -- Remember -- 


Four-Wheel Brakes Are Not in the Discard! 


In the December, 1936, issue of The Crepir Worip 
appeared an article of mine, entitled, “Who Says the 
Credit Man Is Not Sales-Minded?” This article brought 
a number of replies to the desk of the writer—from differ- 
ent parts of the United States. They were all of a com- 
mendatory nature and were appreciated, of course. 

But—in the February, 1937, issue appeared an article 
(on page 28) by Mr. H. J. Schrupp of McKale’s, Inc., 
San Francisco, quoting from a note received by him from 
the Vice-President and General Manager of McKale’s 
Inc., in which he comments on the article and suggests the 
Credit Manager keep up with the parade and PROGRESS 
FROM THE HORSE AND BUGGY AGE. 

I am very glad this follow-up materialized for it gives 
us a chance to proceed a little further. Of course the 
credit departments do not want to and are not clinging 
to the “Horse and Buggy Age,” as is evidenced by the 
percentage of increased charge business to total business. 
Our records show the charges are increasing in a larger 
percentage than the total percentage of business increase. 

If everyone who shows any sign of conservative judg- 
ment or has any idea left of sound business economics is 
to be relegated to the “Horse and Buggy Age,” 
us work from that age up to the present date. 


then let 


In the “Horse and Buggy Age” it was not necessary 
to give much attention to having a brake put on the 
buggy. All you needed to do was to say “Whoa,” and 
tighten up on the lines and the buggy and horse slowed 
up or stopped. Today, with our high-powered motors, 
we have 4-wheel brakes and an emergency brake, as well, 
to control the thing. 

In business, we did not have the High-Powered Sales- 
man, Advertising Man, Display Man and Sales Manager, 
during the ‘Horse and Buggy” days. Now, we have all 
of these and, in order for the Credit Manager to get out 
of the “Horse and Buggy Age” he must improve his 
brakes a little instead of discarding them altogether. 

I wonder how many thousands of businesses and in- 
dividuals, as well, were forced into bankruptcy in the past 
depression because they tried to evolve from the Horse 
and Buggy Age to the High-Power Motor Age too 
rapidly? ‘There is an adage older than the “Horse and 
Buggy Age’”’—one that says, “A baby must learn to crawl 
before it can walk or run.” This is a world of evolution 
and sometimes those who “evolute” too rapidly get 
bumped and are forced back up the tree. 

Credit Men are not trying to impede progress but some 
people get overenthusiastic and need a little control. 

With credit terms being extended beyond good, sound, 
common-sense limits and down payments eliminated en- 
tirely, is it good business to accept every poor credit risk 
who comes along—even though he be already overloaded 
with obligations elsewhere and, possibly, also delinquent 
with his payments? 

Is it reasonable, just because of competition, to obligate 
him still more, for fear your competitor may sell him if 
you do not? It seems to me the merchant who takes this 
attitude needs a horse and buggy—or will after his high- 


MAY, 1937 


powered machine has been wrecked! Are not some of us 
riding for a fall and will we not find out some day the 
big speed wagon will turn out to be a bankruptcy ambu- 
lance? 

After all, it is not good business to sell merchandise 
just because it can be repossessed. 

Furthermore, what is the use of the majority of people 
paying their obligations promptly when credit is granted 
to every poor credit risk who comes along, with the mer- 
chant trusting to the Collection Department to get the 
money eventually or repossess the merchandise? Is 
profitable at any time to repossess merchandise? 

In my former article I said the Credit Man was sales- 
minded but not commission-minded. Let’s add to that: 
The Credit Man is sales-minded but he is not commission- 
minded nor is he “profitless’-volume-minded!—A. R. 
Macoon, Credit Manager, J. F. Hink & Son, Berkeley, 
Calif. 

“er 
300 Reservations Reported 


Latest word from Sam Haddock, Chairman of the 
Spokane Hotel Reservations Committee, is that 300 
reservations for the Silver Anniversary Convention have 
been made to date. This, he says, is a larger number than 
for any previous Convention—this long before the open- 
ing date! 

During the past ten days, ten reservations were received 
from Pittsburgh, ten from Los Angeles, five from Jackson- 
ville, Fla., and five from Mobile, Ala. S. L. Gilfillan, 


the first President of the National, is among those regis- 
tered. 
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“O.K."2— 


—when you say, ‘“‘Charge It’’— 
is' a mark of trust—confidence 
that you will pay promptly. 


Remit 





This account is overdue. 
now, please, and— 


Keep Your Credit ‘‘O.K.’’ 


National [Fae vomcnat Credit 
Retail es Association 
Sheree PEt 
© 1937 N.R.C.A. 





Treat Your Credit 
As a Sacred Trust! 


Credit is faith—confidence in 
your agreement to pay accord- 
ing to terms, 


Keep Faith With Your Credi- 





This new series of “Standard” 
collection stickers combines all the 
good points of the old series, 
which members used to the ex- 
tent of a million a year, with 
newness: 

New copy, new layout, 
color in the gummed paper. 

Five in the series, exact size as 
shown by dotted lines (upper half 
of this page). Attractively printed 
in contrasting color on buff-col- 
ored gummed paper. 

Inoffensive—Inexpensive! 


Prices, 1,000 of any one sticker, 
$2.00; 1,000 assorted, $2.50; 500 as- 
sorted, $1.50. 


new 








Prompt Payment 


—is as necessary to the mer- 
chant and professional man as 
prompt service is to you! 


You are their paymaster. Pay 
according to agreement and 





—Now--New “Standard” Collection Stickers— 





Don’t Break 
the Magic Circle! 
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H 
Credit is the magic circle of ; 
business, When you pay your | 
creditors—they can pay theirs ' 
and so on, around the circle, | 
until it comes back to you! : 
Credit Is Confidence— { 
Safeguard It! 
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Past Due 





Don’t let this past due account 
mar your credit record. Pay it 
now—and keep your credit rec- 
ord clear! 
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tors and Justify Their Trust! Protect Your Credit. Credit! 
National —_[Faear vouncespiT Credit National TREAT YOUR CREDIT Credit National TREAT YOUR CREDIT Credit 
Retail 4 anon Association Retail sacatp trust | Association Retail Sacntp ‘TRUST Association 
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ie) ee eee “ ” * Set Cree Sem en a 
The “Gold” Series 
An outstanding series—rich and 
“Good Credit— dignified looking: Printed in royal Keep Your Credit 
blue, on cial gold r. Five 
is worth more than all the in series es on se half of As “Good As Gold”! 


gold mines in the world,’’ 
said Webster. 


Prompt Payment Builds 
Good Credit—‘W orth 
More Than Gold” 


A Friendly 


Reminder! 
As this account is overdue, | 
your remittance be | 
greatly appreciated. ‘ ' 
Prompt Payment Builds | 
G Credit—“Worth | 
More Than Gold” 
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this page). Actual size, 134” x 2”. 
(Dotted lines are not part of stick- 
ers but are only “size indicators.”) 


PRICE, $3.00 PER THOUSAND 


Order Either Series from Your 
Credit Bureau or—National Retail 
Credit Association, 1218 Olive St., 
St. Louis. 


Now—Please? 


We know how easy it is to 
forget. Won’t you send it 
now—please—while you have 
it in mind? 


Prompt Payments Build 
| Good Credit—“Worth 
More Than Gold” 
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“Worth More Than Gold” 


Past Due! 


Prompt payment of this ac- 
count is necessary to protect 
your credit record, 


| Safeguard Your Credit— | 


It’s “Worth More Than 
Gold”! 
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“I Value The Blue Book of Credit 
and Collection Letters Very Much!” 


—GEORGE W. VON ARX 


HIS book, prepared especially for the members of 

this Association, contains tested, proved collection 

letters; letters to revive inactive accounts and letters 
to bring in new accounts; “skeleton” letter ideas that 
you can adapt to your own letters. 


Letters for every credit and collection department need 
—33 of them—any one of them worth more than the spe- 
cial price we have made on this book. 


“Good horse sense in every line of it,” wrote one mem- 
ber. “Wonderful letters”; wrote another, “and worth 
plenty to retailers who will use them.” Hundreds of 
letters complimenting the book have been received. 
Read the typical letter at the left. 





A glance at the subtitles will give you an idea of its 
contents: 


amas 


Make Your Letters More Effective—With the 











Read this Letter from one 
of the 7,000 Users: 


Nat'l Retail Credit Assn. 
Executive Offices, 

Saint Louis, Mo. 

Dear Sirs: 

I have before me a copy of “The 
Blue Book of Credit and Collection 
Letters,” by Daniel J. Hannefin, which 
I value very much. 

If there have been any later issues 
or additions to this book, I would 
greatly appreciate having them. 


Very truly yours, 


GeorceE W. Von Arx, 
Credit Manager, 

Pomeroys, Incorporated, 
Wilkes-Barre, Pa. 


December 7, 1936. 


——— 


“You” Viewpoint 


The Secret of Prompt Collections—Uniform 
‘Credit Procedure 


Starting New Accounts Off Right (With a 
series of letters for use on new accounts) 


Educating Old Customers to Pay Promptly 
(With a series of letters for use on old ac- 
counts) 


Installment or Budget Account Letters 
Special Letters for Special Problems 


Letters to Revive Inactive Accounts (With re- 
ports of actual results) 


Letters That Build New Charge Account Busi- 
ness (Actual letters shown) 


SPECIAL PRICE $1.00 POSTPAID 


(To members only; to nonmembers, 


$1.50 postpaid) 


National Retail Credit Association 


1218 Olive Street 


Over 7000 copies now in use by National Members! 











St. Louis, Missouri 














A New“Pay Promptly” Campaign 


Companion to the “Standard” Series 
* 
Friends Talk About “Q.C.”* Too! 


SIX NEW ADS: 


“Credit—T he Modern 
Magic Wand” 


“Does ‘Q. C.’ Embar- 
rass You?” 


“Your Credit Record Is 
an Open Book” 


“Do Credit Problems 
Haunt You?” 


“Is Your Credit Rec- 


ord Holding -_— *"Q@. C."’ means Questionable Credit: The result 
Back? Pal 


of failure to pay bills promptly—as agreed 
“Friends Talk About 
"‘e. ©.” Teo! 








Credit is a privilege—a con-. But—failure to pay bills on 


(Shown at right) 


venience—extended upon the 
merchant’s or professional 
man’s confidence that when 
bills are rendered, they will 
be paid promptly, according 
to terms or agreement. 


Pay each bill promptly and 
you establish a “Prompt Pay” 
record in the files of the 
Credit Bureau which, like 
money in the bank, will grow 
in value. For promptness in 
paying makes your credit 
good—and keeps it good! 


time, through neglect or care- 
lessness, can only establish a 
reputation for Questionable 
Credit (“Q. C.”) and cause 
embarrassment—to your 
creditor just as much as to 
you. For no one likes ask- 
ing for payment—even when 
it’s past due. 


The remedy for “Q. C.” is 
simple: Bills are due on the 
first of the month following 
purchase and past due after 
the 10th. 


MATS IN 
TWO SIZES 


These ads come com- 
plete, in mats ready to 
hand to your newspa- 
per, in two sizes. 
Prices: 


8x12 in. $2.00 each 
4x 6 in. $1.25 each 


Sample advertisement 
(in 4” x6” size) shown 
at left—actual size. 


Safeguard your credit! Pay all bills : oe ~ ae 


by the 10th—or promptly as agreed. junction with our 


meunen “Standard” series of 12 
TREAT YOUR CREDNT ads. 


SACRED TRUST } PUBLISHER NOTE CAREFULLY: This Space Is for Local Ass 
» be Set by Y 


ation Signature 


ckets at each outside cornet of advertisement 
8 


h are placed there 
ize of space. This ad must be run at bottom “ 
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If you have used the “Standard” campaign, this new campaign can be used to 
“follow through.” Jf you have not used the “Standard” campaign, you can use 
both as a continuous newspaper campaign of 18 advertisements. 

\ new “Portfolio of Pe ‘rom| \dve 


new campaign, as well as the iHective adver Standard 


padiyen will be 


NATIONAL RETAIL CREDIT ASSOCIATION 


1218 OLIVE STREET SAINT LOUIS, MO, 





